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ABSTRACT
A conference was held to review the current state of

audience measurement methods and technology. The four sessions ranged
from the morality of broadcasters, to the adequacy of education, to
the practicality of knowledge in related fields of psychology, to the
state of the art in communication and measurement technology. Many
hours of discussion and interchange are summarized. (WCM)
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The many hours of discussion and interchange can be
CNi summarized briefly:

CD 1. The methods and h.ardware technology to undertake

Q serious audience research for 6 to 11 year olds
presently exists.

2. Specific information gathered in practical situations,
and general knowledge about human behavior which can
be used to generate guidelines and hypotheses con-
cerning the impact of television, presently exists.

3. There are limitations in analytic developments (e.g.
how to use the information available. Can form and
content be separate0. Which factors are clearly
individual and senseless to use as predictors, and so
forth?

4. There are limitations in information exchange. Both
private and public organizations tend to restrict the
availability and dissemination of information. However,
some leaders in research which may he available are NIMH,
the Department of Defense, various large advertisers, the
networks and possibly the Office of Education.

5. There is no forum for dissemination of information.
Audience research has not been received as a science
or a technology, and the "experts" we gathered would not
have been in the same room without the conference. Yet,
the mass media impacts every American and people all over
the world. A letter received from Germany referred to
the session as the first "Annual Conference on Audience
Research".

6. Audience research cannot remain local. That would be
likeheart surgeons not sharing information on successes
and failures.

7. The Office of Education needs to participate in audience
research since the issue .is one of using television as a
communication devi'te.--Conununication, and knowledge of its
impact are at the crux of education.

8. Small broadcasters, small production groups and public
television do not have the resources necessary to mount
a full scale research program. Similarly, it is wasteful
for others to reinvent the wheel.
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9. Audience research is focused on utilization. It is
not basic research; rather, it is research with
directly measurable application. Therefore, given
"seed" monies, this type of research can have direct
and meaningful payoff in:

- better education

- greater advertising dollars

- reduced fear of the impact of the "tube".

10. The conference participants represented several areas of
knowledge and expertise. The recommendations .

indicate this broad focus. In addition to invited par-
ticipants, the conference at several points had active
participation from the observers. The greatest portion
of these observers were from related interest groups in
the Office of Education, but they also included individuals
from the Federi.A. Communications Commission and the broad
cast community. The list of participants are as follows:

Dr. Marvin Ack, Director. School of Mental Health,
Menninger Foundation

Dr. B. Allen Benn, Vice President, Unco, Inc.

Dr. Jack Bond, Research Director, Computer-Based Project
Syracuse City School District

Mr. William Clendenon, Communications Consultant

Dr. William G. Darnell, President, Unco, Inc.

Dr. Paul Ekm an, Professor in Residence, Department of
Psychiatry, School of Medicine, University'
of California

Dr, Clarence Fogelstrom, Educational Program Officer, Media
Specialist Program, Division of Educational
Technology Bureau of Libraries and Educational
Technology, U.S. Office of Education

Mr. Harry Francis, Director of Program Services, Meredith
Broadcasting, Meredith Corporation

Mr. Frank Furbush, Director of Corporate Planning and Vice
President, Meredith Broadcasting, Meredith
Corporation

Dr. Bernard Friedlander, Professor, Department of Psycho-
logy, Uliversity of. Hartford



Mr. Richard Gideon, Vice President and Director of Research,
Blair Television

Mr. Gordon Herring, Vice President and Director of Research,
Telecable Corporation

Dr. Harold Katz, President, Vicom Industries, Inc.

Mr. Colin MacAndrew, Consultant in Educational Technology,
Media Utilization and Systems Design

Dr. William Millard, Chief, Latin American Research, United
States Information Agency

Mrs, Tinka Nobbe, Program Officer,. Office of Public Broad-
casting, Ford Foundation

Dr. Ed Palmer, Director of Research, pildren's Television
Workshop

Mr. Joseph Spaid, Educational Technology Specialist, Computer-
Based Project, Syracuse City School District

Dr. Percy Tannenbaum, Graduate School of Public Policy Professor,
University of California at Berkeley

Names and addresses of observers participating in conference
discusSionswill be furnished upon request.

11. The general dynamics of the conference were, by design,
initially focused with increasing narrowing of discussion.
Other than selected presentations used to initiate. discussion
on present techniques or issues, the conference was an open
forum. The opening sessions ranged from the morality of
broadcasters, to the adequacy of education, to the practicality
of knowledge in related fields of psychology, to the state of
the art in communication and measurement technology.

It closed after the fourth session with a series of recommenda-
tions which are as follows:

A. Establish a permanent forum. This should take the form
of an association or institute responsible for gathering
and disseminating information concerning methods, research
results, hardware, and theoretical/philosophical discussions.

B. Move toward a theory of audience research. Discussions
of methodology, research techniques, and data collection
become confused with varying definitions of purpose and
varying opinions on procedure such as how to separate form
and content.



C.1.rocus upon the 6 to 11 year old and his maturation
characteristics, relying heavily upon the experts in
this area who have gained some practical experience
with the media or education.

2.Obtain and analyze the extensive longitudinal data
available to the larger broadcasters.

_____3.Following the recommendations of Dr. Ack, support some
in-depth research involving long-term studies of a-
small group of children.

4.Exaniine in more detail some of the existing methods such
as P]aytest, Distractor Analysis, and the Program Analyzer,
all of which have apparent similarities, and determine what
they are and are not measuring.

5.Define the needs for audience research in terms of specific
questions or concerns facing the on-line producer of the
program.
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1 think we should get started since we have only two days
and in those two days we have to define a focus and, hope-
fully, cone up with some recommendations, conclusions and
suggestions for the various interested parties at our
conference. I would like to thank all of you for coming.
We called the conference Audience Analysis, A Concepts
Exchange mainly because audience analysis is a vague area
and can be defined differently by any one person. The
conference is sponsored .jointly by the Office of Education,
Meredith Broadcasting, Blair Television and Children's
Television Workshop, all of whom are interested in the
subject of Audience Analysis.

At this point, we might try and run through where we are
g iesnext couple of days, which may explain why

rticular collection of people has been put together.
e some people here whose specialities are in the

fields of psychology, sociology, medicine and psychiatry.
There are some people here who specialize in hardware
technology, some people whose area is broadcasting and
related production.

This morning we will have three people open the discussion.
for us. I would like to encourage all of you to participate
bedause this is not a symposium and not a seminar in the
formal sense, but a working session. We have asked
Harry Francis from Meredith Broadcasting to set a base for
the discussions to follow and from the point of view of
the user; in other words how the user views Audience
Analysis, what his needs are, what elements are present
or lacking in current present approaches or techniques,
and, in short, what should the focus be in the future? In
other words, what are the problems that we are going to be
facing and trying to resolve over the next two days?

We have also asked Dr. Ack from the Menninger Clinic to
discuss our target group, the 6 to 11 year old,. mainly
because some of us are not that familiar with our audience.
For example, how does the 6 to 11 year old respond and
behave? Dr. Ekman, from the University of California can
also throw out some comments on this subject. Having dis-
cussed the user of audience analysis techniques, that is
the user as far as production people are concerned and
the audience of 6 to 11 year olds, there is still another
area that we want to cover. This is the area of technology,
what we have in terms of hardware and the capability of
that hardware, particularly in the telecommunications field.
We will focus on those capabilities which might relate to
developing audience analysis, audience measurement, or
audience research methodology.



Dr. Katz from Vicom will speak to us on this subject, and
13111 Clendenon will follow with general. comments.

We have with us some observers who come from the Office
of Education and other agencies and organizations. As we
progress I am sure they will begin to chime in and by the
second day, hopefully, will be indistinguishable from the
participants.

At this point, Harry, I would like to turn it over to you.

HARRY FRANCIS:

Children's programming on television is a subject of much
discussion and little action. Such questions as, what is
good, what is bad, what is violent, that is educational,
what is stimulating, what is dull, what is right, are
constantly being asked.

Today at this conference we will not sit in judgment of
the industry or its programming. We do know, however,
that much of the industry's best efforts to date have
been performed for virtually nonexistent audiences.
Remember "Hot Dog"? It was an admirable program with an
unadmirable number of people in its audience.

-MUst-there be -a disparity between good quality programming
and large audiences? As most profesSional television
programmers know, there usually is. We know that "Curiosity
Shop", "You Are There", "Mr. Wizard", "Make a Wish", and
"Take a Giant Step" will leave us with a nice, warm feeling
but undoubtedly have few viewers. This discouraging state
also includes Meredith Broadcasting's own group produced
program, "Hello, World". Thus, so- called "better programs"
attracting smaller audiences are faced with two very crit-
ical problems. First, they are naturally more expensive
to produce; and second, they are more difficult to sell to
advert7i.sers since the programs traditionally do not have
large ground swells of audience viewership.

Well, how do we break the cycle? By training and developing
the young mind into the acceptance of more provocative forms
As they grow up with it they will become more demanding and
the arts will rise to the demand. Can young viewers be
motivated, instructed and attracted to such program forms?
I contend that they can. Television, the youngest medium
of communication, is now painfully passing through adole-
scence. Its many potentials still remain unlearned and
unexplored. We know that it can motivate and that it can
stimulate; and yet, we do not know exactly how. With all
the aural and visual skills that the industry now commands,
we can attract and motivate selected target audiences.
But We must learn more about how to use these skills.

On purpose of our meeting here in the next two days-is to
(xplor those methodologies that might be used to determine
h)w and why children respond to and are motivated by various
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aural and visual stimuli as witnessed on our present
television system. Our previous efforts in this area
have been largely trial and error. We in commercial
broadcasting have measured our successes only by mass
audience figures and by the buying habits of our viewers.
Our educational counterparts have measured their successes
by testing television students in comparison with non-
television controlled groups. I think we have both been
guilty of measuring the whole without looking at the part.
We must, to be successful in controlling and motivating
responses, know exactly how our audiences react to
specific program and production techniques. Armed with
this knowledge (I call it the split-atom) we can then use
it to attract, hold, motivate and educate our young
viewers.

When our survey is complete, we plan to share it freely
with the broadcasting industry with the only admonish-
ment that it be used to improve the quality of programming
for children. Education by television can be alive, stimu-
lating, vibrant, and rewarding for those that we serve.
Drawing to the medium large and responsive audiences, we
can than also attract and serve those commercial sponsors
who are dedicated to the development of the young mind.
We in television must learn more about how we can do our
job better--the art must continue to grow; and we depend
upon you to assist -U8-- in thi'very first important stop

WILLIAM G. DARNELL:

Could you expand for a moment into another area? What you
have said is along the lines of my own thinking, and yet,
as we review the field of audience measurement and the
existing organizations calling themselves "audience analysts"
there was still very little information regarding what you
have discussed. Maybe we could talk more specifically about
the kinds of information we are seeking and perhaps why this
information is so difficult to obtain.

HARRY FRANCIS:

I think that one of our problems is that we know the produc-
tion techniques that go into programming for children; we
know that children respond in certain ways to animation;
we know that children, and all viewers, respond in certain
ways to various colors in the spectrum; but we do not know,
and we are really just grasping in the air right now, how
we can specifically motivate a child to do or perform a
particular action. Much of the educational stuff that we
have seen on the air has been very bad, very dull. I don't
think it need be. I think we can develop new techniques
that will keep the kid to television and continue to develop
new and more viable audiences than we now have, but we have
got to know more about techniques. We have got to know
more about how this viewer, this young child responds to
the various stimuli we throw out before him. And the only
Way we have ever measured it before, as commercial broad-
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casters, is a popularity poll. We haven't really gotten
into the guts of how and why a child responds to various
stimuli and this includes violence, non-violence, all the
elements of social strata that are performed for the child.
We don't know, and we need to know.

MNRVIN ACK:

I'm not sure I quite understand what you mean by "respond".
Respond in what way? What way are you looking for?

HARRY FRANCIS:

I am looking for ways that a child can be not only entertained
but educated, and not become so really withdrawn from tele-
vision as many children are today. They are turning us off.
They are tufting us off because we have nothing to say.
We have no really strong message to keep them to us.

PERCY TANNNBAUM:

This is bad, then?

HARRY FRANCIS:

I think it is because I think we've got a superb medium of
communications. I think we've got a fantastic way to
motivate people and we are, not using it to its fullest
potential.

WILLIAM MILLARD:

What age group are we talking about when you say "turning
T.V. ,)ff"?

HARRY.FRANCIS:

The 6 to 11 year olds.

BERNARD FRIEDLANDER:

I think we ought to put in the record the very legitimate
observation that maybe if we got more of them to turn it
off more we might be obtaining a useful objective.

HARRY FRANCIS:

How do you mean?

BERNARD FRIEDLANDER:

Well, I mean there's a large majority of us professional
people that discourage our kids from seeing T.V. too much
in the conviction that we are doing the best thing for them.



HARRY FRANCFS:

As a parent, I couldn't agree with you more.

WILLIAM G. DARNEL' L:

Is that because of the quality of programming or is
that because of the vehicle itself?

BERNARD FRIEDLANDER:

Well,.I think both. I just don't want it to go
unchallenged in the record that our objective is to
get children to watch more T.V.

HARRY FRANCIS:

I don't thifik that is what I said.

HAROLD KATZ:

One of your objectives is to attract children to the use
of the medium as a source of education. In all education,
however, we have a relationship between a teacher and a
student. There is an interactive involvement, and perhaps
one of the difficulties with television is that it is
missing the key ingredient_in.respect to education. There
is a lack of involvement of the viewer himself. There-fore,
there is an element of passivity.

HARRY FRANCIS:

I think that is very true. We know that television, for
example, can stimulate the viewers. If they are properly
stimulated this can make them go to outside sources for
additional information. But we are not hitting this whole
enrichment area as we should. What we as program producers
put on is dull.

PAUL EKMAN:

I think I know what you mean when you talk about the lack
of involvement, the lack of another person present to re-
late to is certainly there. But this may have nothing to
do with involvement or arousal in general, or what makes
a person form some durable relationship which may or may
not affect the immediate emotional experience. In fact,
I think films can evoke considerable emotional experience
in terms of immediate arousal without the presence of
another person.

HAROLD KATZ:

Let me modify what I implied. Obviously there is an
emotional involvement when one is watching any visual
image, but the ability to respond to it in some productive
manner within the present method of distributing television
programs..4



WILLIAM_MJ1*ARD:

What are the kindsof programming where viewing has
fallen off most? In other words, if viewing has, fallen
in the 6 to 11 year age group, has it fallen off across
the board, or have certain types of. programming
suffered more than others? What's the basis of your
comment?

HARRY FRANCIS:

Viewing - it's not has fallen off. It's never been
strong in the area of educational programming, or
what' we call enrichment programming.

WILLIAM MILLARD:

So you are not talking about commercial programming.

HARRY FRANCIS:

I am talking about that. I am talking about programs
like "Curiosity Shop" and "Hot Dog" which were cancelled
because there were just not enough kids out there that
were watching it. It was a fine show.

LILLIAN AMBROSINO: (Observer)

But it wasn't given a chance. It died, which is another
part of the problem.

HARRY FRANCIS:

That's right. But you see, we are in a strong commercial
world and at no time has anybody ever said that it is a
sin to be a capitalist, and we are capitalists, and we
would like to make a profit for the people we work for.

WILLIAM G. DARNELL:

Taking it out of the realm of commercial -- we are talking
about the identical problem that people in educational
stations and public broadcasting discuss. We are talking
to a commercial person and it is coming out as a commercial
question. However, television is a medium of communication
being used to educate, and the educator is having the same
problem.

CLARENCE FOGELSTROM:

Very much so. The early programming that was done very
often used the format of the lecturing classroom teacher.
A video tape was made and there was really no visual
stimulation brought out in the presentation. There were
just canned lectures. Educational television is getting
away from that, or instructional television to a certain
extent, but you still see it going on outside of some of
the more creative educational programming. I would think
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that Sesailte Street would not be classified as instructional
. television in the form that we normally think of for instruc-

tional television.

JACK BOND:

We arc talking about television, but I think the same thing
is true of the visual experience in a classroom, whether we
are talking about films or filmstrips or the like. Many
teachers find it too much trouble to obtain a film on some
given topic, set it up and run it for the kind of experience
it might be in a classroom, and therefore, the teachers
just go ahead and lecture on the topic or do something else.
So I think we have an instructional model,-the lecture method,,
that we are really pounding things against.

We would really like to see and work within a Socratic
type of operation with these youngsters, but we are really
hung up with the same kinds of questions that Mr. Francis
has asked in terms of the film presentation itself. We
don't know why we show a film on bees for example, and yet
we're talking about bees. But we really haven't made any
major discoveries as to what that particular experience
contributes to that child's educational endeavor.

HARRY FRANCIS:

On that very film on bees, I would, for example, like to
know how a child responds to an extreme close-up of a bee
as opposed to a medium shot. I would like to knew how a
child responds to an animated sequence of a. bee's wings
moving as opposed to a slow motion videotape of a live bee.
What is the response? Which one is best? And that is what
I would like to see us eventually get into.

MARVIN ACK:

You can answer the first part of that question, what is the
response? But to answer which is best demands a different
set of criteria and a long period of time if you are really
talking about education. You may be able to determine how
a child responds to the various visual shots, but the
utilization of that response and the ability to grapple with
problems as they arise, I don't know how in the world you
can say that that occurs at this moment.

HARRY FRANCIS:

I think we are willing to spend some time on it. It's long
overdue.

LILLIAN Al1BROSINO:

The problem is that you are putting the cart before the
horse, it seems tome. What you're asking are perfectly
legitimate questions. What you hope, I think, is that the
sum, of the parts is going to be bigger than the whole,
and I don't think that is really what is happening. I



think the entire industry, both comercial and public,
has not really determined just what it is that -children
Might need from television and what it is-that television
might be doing for children.

You should be very cautious when using the words education
and entertainment. You were quite ambivalent about calling
Sesame Street a poor instructional program, and that .is
really what it is. It just instructs in a very entertaining

--way-and similarly, entertaining programs educate in their
own subtle way. So 1 think that before we go into the
specifics of the response, (and there has been some research
done on this in Europe) we might Want-to consider-what it
is -that the industry. can do for kids?

: HARRY FRANCIS:

I think that is another whole project. Once we come up
with the end of this road a set of tools to use, the
educational people will use it one way'and the commercial
broadcasters will use it and interpret it within their
particular frame of reference. We will then look at other
studies that have been done and are being done right now
as to what children need. I think we'll clutter our goals
if we get into a discussion of what children need or what
children want from television.

LILLIAN AMBROSINO:

But what good are the tools if we don't know the goals?
Supposing we were to tell you that kids like animation,
which we know, and younger kids prefer close-ups, which
we know, and all the rest of it. Then where are we?

HARRY URANCIS:

Then we take this, and we interpret it in the light of
other studies that have been made, and mix the two to-
gether and come up with a product that is usable and the
kid will respond to.

WILLIAM G. DARNELL:

The question has come up; what is television to the kid,
or, what is the role of television in terms of the kid?
This gets into the whole question, "Who'is the 6 to 11
year old"? Therefore, I'd like to shift at this point
to Dr. Ack who has agreed to discuss this very subject
and give him the floor for five or ten minutes.

IA ACK:

I think it is rather presumptuous of this group to say
what a 6 to 11 year old is really like. You in many
respects may know better than I. I am a child psycho-
analyst and deal mostly with psychopathological conditions,
although I am also a consultant to various schools. So
just from what has emerged, I would like to talk a few
minutes about some of the things which I think may be some



of the inherent problems in what we are attempting to do.

I agree wholeheartedly with Miss Ambrosino. I find it
difficult to understand how we can have a conference on
audience measurement without knowing what the goals of the
industry arc; the goals of a specific show. I didn't under-
stand and have been asking whether this was related to a
specific show, like The Electric Company. I was told it
Was no But children at this age are extremely active and
extremely mobile. This becomes a very, very important issue
because television is a very, very passive medium. In many
respects, what you do in television is directly contradic-
tory to the needs of children. For example, take an eight
year old boy who is desperately interested in football --
he is now becoming aware of football and will run out at
the drop of a hat to play football, but will not spend two
minutes watching football, particularly if there is a
chance to play. One of the reasons young people are
turning away is that it is a passive experience. People
talk about teachers in this respect. We have pre-determined
how a certain medium is to be used. For example, I con-
sult with a college for nursery school teachers which is
associated with a television company. They produced a
film called "Water is Wet". Fifty-four minutes. The film
has as its purpose to motivate rather than instruct. It
is an absolutely magnificent film. There must be 40
different little segments about water. I personally have
gone around and shown that film to 200 teachers and every
teacher says exactly the same thing: "It's a marvelous
film after three minutes." It never occurred to that
teacher that a film in a television show has a beginning,
a middle and an end. And 54 minutes turns the kid off.
Absolutely. We knew that when we made it. But there was
enough to motivate a child and to keep a child active. But
the teachers didn't perceive this.

I think that one of the things that one would try to do in
a television show of this type would be to motivate rather
than instruct. And that is one of your problems because
you motivate a child to do something and then you must
keep that child active for another 27 minutes because pro-
gram timing is such that the show has got to be a minimum
of a half an hour, or something of this nature. I think
that what we need to do well is to define, specifically for
this group, what we mean by education.

. I also agree with you wholeheartedly that there is not the
involvement with a specific individual. For example, we
know the lower socio-economic groups watch television con-
siderably longer, or for more time per day than do their
middle or upper class counterparts. Their English is gen-
erally not the King's English. One wonders why? They hear
it much more than does the middle class child. But they
don't identify with that individual on television. He is
not important enough for that child to emulate. Rather,
he emulates the mother or the father, for example, so that
in order for education to occur, there has to be some
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meaningful human relationship. I don't know how one does
that in television. You would know that much better than
I. Maybe somebody, some of the television performers, can
Create that kind of thing.

In order for education to occur, the material has to be
relevant to the life of the child. In order for education
to occur the child has to be active. Education is an
active experience. Learning is an active experience. The
problem with our public schools for example, is that we
have kept kids passive. We have told them that to tell
somebody something is equated with learning, which of
course, it is not. In order for learning to occur, the
material and the experience has to be a pleasurable
experience. This is where I think we probably have a
greater advantage than almost any other medium, and to an
extent, it is pleasure.

The other thing that I would like to stress a little bit
is the importance of playing. Play utilizes all the
principles that I have previously mentioned. It is a way
for the child not only to master past conflicts, but to
try out new social roles. There is concrete example:
if a four or five year old kid goes to the doctor for a
check-up, or comes to me, something of this nature, then
one says "Gee, he hasn't been here for a long time and as
long as he's here, I might as well give him a booster shot",
for which the child was unprepared. This becomes somewhat
traumatic. If you then watch that child in the neighbor-
hood, he immediately starts playing doctor, or at least he
plays giving shots. Maybe playing doctor is a different
game I guess. But he starts giving shots to all the kids
in the neighborhood. This is his way of working out past
difficult experiences and it is, of course, what we use in
therapy. But at the same time, play allows the child to
utilize or to try out new social roles and to try out new
cognitive learnings to investigate and explore his world.
The greatest difficulty I find for television, in terms of
personality development, is that television demands that
you become passive. I think this robs the child of the
very mechanism he has for adjustment. This concerns me
as a therapist or 'a child'analyst.

PERCY TANNENBAUM:

May I ask a question, Dr. Ack? The term "passive", as with
many other terms we have used so far in this short period,
are easy to use and hard to define. It is almost a blanket
statement. "Television per se is passive," meaning that
the child does not actively engage in behavior other than
opening his eyes and sitting in a vertical position. Is
it "passive" in that sense, or is it "passive" in the sense
of the non-interaction which presumably goes on in the
classroom? What are the limiting conditions to a passive
versus a non-passive statement?



MARVIN ACE:

I think it is passive in almost a total fashion in the sense
that is doesn't ask the child to intellectually grapple
with the task. Television doesn't ask, although the child
Eax do it.

PERCY TANNENBAUM:

The medium per se, or what has gone on till now has by and
large asked the child to intellectually "grapple"?

MARVIN ACK:

What has gone on until now.

PERCY TANNENBAUM:

We are talking about the programming and not necessarily
the characteristics of the medium per se. it is very
important to make that distinction, please.

HAROLD KATZ:

I think-the medium plays a very strong role in passive
versus active involvement.

PERCY TANNENBAUM:

Given that medium, it must be passive.

HAROLD KATZ:

I think the subject of the discussion in technology is
how to change that relationship.

MARVIN ACK:

I'm, sure there must be creative ways in which it can be done,
but I am speaking of it as it is now. The child is not
asked to do anything physically, nor is he asked to do any-
thing mentally.

WILLIAM G. DARNELL:

Can we trade mental activity for physical activity and make
it acceptable to the child and relevant to the child?

PERCY TANNENBAUM:

Pure expressed mental activity would not necessarily be
passive.

WILLIAM G. DARNELL:

Let's suppose he is sitting there rigid in front of his set.
Could we create a situation where he could have intense
mental activity?
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MARVIN ACK:

Yes.

PERCY TANNENBAUM: (to Ack)

How did we get to be so smart, you and I? We had equally
passive experiences and other active experiences. We
learned a lot by the same way without engaging in the
same kind of activity that we are now deploring.

MARVIN AC}(:

I think it is a rather loaded question. If I can ask you
to recall or think of what you know that is most important
to you, or whore you learned it, you didn't learn it in
school. You didn't learn it from the host of thousands of
passive experiences to which you were exposed. You learned
it because of an active interest and a grappling with the
environment and people and conflicts and problems. We
know that industry knows very, very well that schools don't
train people well for that particular industry and they
would prefer to train them themselveS. If you had the
experience of trying to change a system so that you now
give the students the responsibility for their learning,
you would be shocked at the kind of conditioning that has
taken place and the inability of people in our society to
make choices or to think rationally.

PERCY TANNENBAUM:

There were some positive inputs in my life, without tele-
vision and within a school system that was worse in many
ways. I am going to share with everybody decrying the
present school system, but I'll decry more the one I grew
up in.

BERNARD FRIEDLANDER:

There is a fine distinction we are overlooking. That is
the distinction between broad brush and fine grain. Fine
grain learning may require involvement, but broad brush
behavioral modeling may perfectly well be carried on by a
passive observer. I am not disagreeing with you, Marvin,
I am extending the range. I think we can find kids finding
models for their broad brush game play -- playing detective,
and cowboy and indians, and riding the horses and falling
off the horses the way they see on television.

PERCY TANNENBAUM:

But even fine grain, too?



BERNARD FRTMANDR:

Some fine grain activity, but more likely the broad brush;
the social behavior model may be more easily transmitted
by a passive medium than certain fine grain cognitive
operations.

MCY TANNENBAUM:

I'm not sure.

BERNARD FRIEDLANDER:

Well, anyway, the distinction is worthy of further note
so we won't put everything in one bucket and then divide
up the bucket.

PAUL ERMAN:

I want to seek a distinction. We're discussing the notion
of passivity in television as a medium and the notion of
mental activity or a lack of mental activity. I think there
is a distinction between mental activity and physical activity.
I am certainly noe at all cor"inced from looking at some
video tape of kids while they watch television that they
are physically inactive. We see a lot of moving around,
more in the eight and nine year olds when they watch, than
in the five year olds.

MARVIN ACK:

But is the physical activity related to the content of the
performance?

PAUL EKMAN:

Some of it is.

MARVIN ACK:

Sometimes it is tension and anxiety.

PAUL EKMAN:

Well, I don't know. Sometime we see that they are repeating
the action they have seen: somebody shoots somebody and
they go bang, bang, bang. Sometimes they are tense or what-
ever. But often it is mental activity. This is harder to
read. It seems to me it is easy to make the mistake of
presuming that there is mental. passivity, at least when I
think of the different aspects of mental processes, For
example, when I think about information acquisition, that
is the acquisition of new information, it is hard to know
whether it is occurring or not, but if a particular program
is providing new information, is it getting into the system?
Emotional activity: is there some kind of strong emotional
outlet of one kind or another? Fantasy activity: is there
activity of one kind or another? It may be in no way related
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to eniotional activity. In fact, problem solving, either
the acquisition of new problem solving skills or engaging
in problem solving activity -- in all of these you can have
a little or a lot of mental activity. The other problem
it seems to me, is that both methodologically and conceptually
there is the temptation to think of the television experience
in terms of what occurs simultaneously with it, rather
than in terms of any kind of "after experience" or "working
through" and I don't really know the extent to which there
is any spacing. That is, do children sit there glued for
hours? And if so, where does the "after experience" occur?
Or is there really enough of a measure of these things so
that you could see some of these things or not see, expect
some of these things to occur not necessarily at the
moment of progranuning but at some point thereafter. I

guess I am raising problems about assuming that the mental
level is necessarily passive. To multidimensional activity
it seems you can be passive on one of these things perhaps,
and not the other.

HAROLD KATZ:

The question was asked before why were we able to learn be-
fore television. We may want to Q0 back continuously in
time and ask why we were able to learn before radio. Obviously
people continuously learned no matter what their surroundings
were. Each time a new technology is introduced though, it tends
to change part of the problem. The question is not that
T.V. itself is bad, but the nature of the medium may force you
to learn in different ways. Not that it is good or bad.
People learn under any set of conditions; The problem now
is how to learn to use the technology that is introduced.
Before teleVision we gained much information by firelight
and matches; we learned how radio can distract the children,
etc. and I think this is the McLuhan thesis -- the medium
itself introduces a dynamic which has to be taken into account,
but the same set of questions that were asked in today's
discussion could have been asked at every introductory level
in new techniques.

WILLIAM G. DARNELL:

We have taken a brief look at the developmental point of
view of the child between the ages of 6 and 11. I guess
I am looking for an answer when there isn't one, but either
mentally or completely, as we relate to this development,
can we somehow define the stage that he is in as he is
passing through this age period of 6 to 11?

MARVIN ACk:

I don't know if I could answer that specifically, but the
six year old child has just come out of the immediate
confines of a family with all its highly charged emotional
entanglements, etc. He is now becoming capable of much
more logical thinking and is trying very hard to expand
his world. He becomes considerably more gregarious than
he ever has been, and in a very very important way. That
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is, it becomes necessary for this child to have social
contact which is, of course, another difficulty that the
television medium faces. That is, very often just the
child and his immediate family are watching television
which replaces that particular opportunity to play with
groups of children. He is a very social being. He learns
about the world by sharing his fantasies with his colleagues
and with his peers, and the degree to which these fantasies
are understood or shared by others helps him differentiate
the internal and external world. He is at this time looking
for ego ideals or for models. He is not looking as much
to his parents, assuming, that is, that the child has had
normal parenting, and the past five or six years have not
produced excessive deprivation. By this time, what he
wants of his teacher and what he wants of adults is to
present himwith a model that he can emulate beyond the
very intimate sexual and aggressive kinds of interactions
he has had with his parents. At this age he is becoming
very interested in all forms of sublimation. But there
are still remnants of the past emotional entanglements.
For example, we conducted a study a number of years ago,
where we tried to teach some anthropological data to five
and a half year old children and to 10 year old children.
The five and a half year old chileiren learned it much
more rapidly. The reason is that they are very interested
in where they came from. But now, the interest is not
specifically sexual in the sense of going up to Mommy and
asking "how was I born?" etc. It broadens into a much
more supplementary intellectual interest. The child is
fascinated with any aspects or signs that will tell, him
how things began, etc.

WILLIAM G. DARNELL:

This is the relevancy issue we were discussing.'-

MARVIN ACI(:

Yes. One has to find things that are of interest and
will attract and speak to the emotional stages that he is
going through. The major devel,Jpmental task at this stage
is one of competency and productivity versus, for example,
inadequacies.

BERNARD FRIEDLANDER:

There is also the matter of the membranes of reality and
fantasy which are still very permeable . This is tremen-
dously important.

MARVIN ACK:

Yes, he is not a completely logical child. For example,
Piaget conducted an experiment on the development of
reality in the child which I would look at from my point
of view in terms of conscience functioning. Piaget tells



the G, 8 and 10 year old thit. two kids robbed some apples
and then they crossed an old decrepit bridge, and while they
were in the middle of Cho br idga the bridge collapsed. Why?
Almost all the six year olds still say because they stole
the apples. And it isn't until ago Len that you get a
majority of the students talking about pressure, weight and
the age of the bridge itself. It is not completely logical
but they are developing the potential intellectual mechanism.

WILLIAM G. DAPELL:

The basic mental constructs just haven't formed.

FRAME FURFUSH:

Dr. Ack, 1 know the conference is studying the child
between the .ages of 6 to 11, but: what happens prior to the
age of six? I know from a market definition he begins to
consume things and has higher preferences for things. Is
there learning beJ:ore six?

MA RV: ACK:

Most Of the learning takes place before six.

FRANK FUKL:SE:

Then I sure he must be in our television audi ence.
Even though he might not be measured at_ all, he is yoi-
thYough the learning process.

WILLTA%1 G. DAW,:':1,1,:

BERNI\

Well, as T. V. has boce the great
you know Lhat ha is.

Ono of thct Lhins the child
11 is tnaL can lie to hi:;. and Y. H

ri,At h:!

what in , iic.
ane, earls:
1-Jore f n tu
that is
to I-ea:Lit- that
kid 11,,:.s is 1st rig to rt' (-HAL

in the con:;trainta 'hat ca a. ppen ih
environment a o c1 'Mat can ho onc.

spociu.1 etfects and o forth. What i ),_,yn he sco:..;,! of

reality in his daily life or experience? One alb
that is hupiniatt that. Est. 1-hit tic the child
he is learninj th,:t %,.rayc, in %,:hich oerate
an illusion can and cannot be :n_Intaihed. (gin }.c ('U';_

more skeptical by the time ho is eleven. .,'oul(.1 vou -that,
Dr. Ack?
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MARVIN ACK:

Yes

HARRY PRANCIS:

Is this the only place the child faces deceit?

BERNARD FRIEDLANDER:

Oh my heavens no. He faces deceit in all his
surroundings because of the illusions of space
and time and reality. The kid is dealing with
illusion problems and kind of preceptual deceit when
lie is learning to catch a football, and he learns
about leave time and having to throw the ball ahead
of him when the other fellow is running. He is learning
to overcome the deceit in the physical world. But he
also learns there are a lot of interpersonal and social
deceits in his relationship with his friends, etc.

WILL3P,:l C. DARNELL:

So basically what we've got is an active creature with
an identification need who is demanding relevancy and,
like all, some pleasurable experience. In terms of his
learning and approach to the learning situation and the
way in which he develops concepts or has constructs at
this point, we are dealing largely with a kind of
psychological creature, not particularly, with what his
learning behavior is. Is there anything we can say
about that?

If one of the purposes of television is to instruct, and
learning is taking place as an ad hoc feature of the
child's development from the instructional point of view,

thcr:, anything we can say? We want to change behavior
roLhor tL.111 to create activity. If we are looking for

t-.-: do we know anything about it from that point

1

1 think we know one thing, and that is the best way to
turn a kid off is to appear to instruct him.

C. IV.RNELL:

All right. Is this true? Is he that resistant to
instruction?

HLI:TrirLi.:R: (Observer)

There are a couple of things I'd like to react to at this
time. With this medium, I think we have difficulties in
approaching where we can apply 16 mm films or anything
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else. It is apparently unfortunate that teachers have
fingers that will turn things off and fingers that will
turn things on but they don't have fingers that will
touch pause buttons in order to cause some activity to
occur on their part and the students part relative to
what they have just seen. The problem with the Min
referred to by Dr. Ack is that it ran 54 minutes. In
industry, we found a long time ago that we could create
hotter instruction by giving people silent films and
letting the teacher do all the narration and interpreta-
tion. There is then the tendency to cut it on and off
and pause to talk about things because'it is not so
totally programmed for them. I think we are talking
about a concept of programming more than the medium.
The medium is no different than a picture on a television
tube and a picture on a screen. It is either good or bad,
you are going to teach or not teach. It is the way either
one of them is programmed that makes it effective more so
than the medium itself.

WILLIAM G. DARNELL:

Let's shift the discussion to the medium itself and come
back and take a broad cut. Hal Katz will discuss the
technology of the medium in terms of "where we have been".

HAROLD KATZ:

Just by way of background, our (Mr. Herring & Dr. Katz)
own involvement in television began a few years back. when
we began to see the potential that was available in
community antenna television and cable technology. It
was clear by the way things were going that people were
simply saying "we are now going to provide the viewers
not With four or five channels of information, but
with four or five channels of programming". We are now
capable of putting on 20 or 30 or 40 or 50 .channels
without too much difficulty. Our own concern was the
fact that as far as programming material was concerned
if you could still use films for pre-recorded material,
then by and large, after you passed the first five
channels, the next 40 were going to be relatively iden-
tical in programming content. There isn't that much
software variation in the field.

What cable had in it, though, was the ability to create
a two-way environment in which the viewer could become
actively involved in programming. Out of this we deve-
loped what we called our interaction television system.
There is a system already in operation in Overland Park,
Kansas which is being used for the teaching of homebound
handicapped children. We'll discuss that in a little
more detail this afternoon and if things go well, we
should have a tape-recording of an actual involvement
between teacher and students at Overland Park, Kansas.
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My own direct involvement in Audience Measurement per
se is zero, so in that sense, I am an outsider to the
problems that you are facing; namely, the audience
measurement problems. What I would like to do, though,
ds present the technology in terms of the parameters
that are available to you, and then see if these new
parameters allow you to add something to the development
of audience measurement techniques that perhaps did not
exist before. I think there are a number of new dimen-
sions now that become viable.

In a sense, to answer the question "where are we going"
we have to look back to where we have been in audience
measurement. In preparation for the Conference, I made
a cursory review of some of the techniques which have
been used for audience measurement. I tried to answer
the question "what factors in the technology limit the
usefulness of the information?" without judging what
is being measured or the significance of the measurement.
Instead, I looked at where the technology limits the
types of measurements one can perform, and I came up with
a few limiting factors which are, in part, created by the
technology itself.

If you look at normal over-the-air television as a means
of transmitting information, you have material being
generated at one end; the broadcast wiring everyone in
a non-selective fashion. That particular configuration
creates what I think are the following problems associated
with the dimension of audience reaction to programming.

(FOLLOW ATTACHED CHARTS)

Let's look at the location of the participants.
In most experiments, you tend to take the partici-
pants out of their normal environment and bring
them into a structured, artificial environment in
order to show them selected material, so the variable
of the location of the person can affect him. What
he gets out of the T.V. materials is really difficult
to measure because you construct an artificial environ-
ment for him.

Secondly, let's look at the selection of participants.
Presently, you've got to take people whom you may
move around; take them out of their normal habitat,
bring them to some locale and start testing them.
Thus you put a bias in by the way you have chosen
the people that you are going to test. Again, of
course, the technology doesn't allow you to be
selective enough.

Third, let's look at the time element (and I think
time is interesting in a number of ways to the
audience measurement problem). One, you tend to test
a parallel. Everyone gets the same test at one time.
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The way technology is used today, that is the
simplest thing to do. You don't have the
availability of serial testing, or a combination
of testing sequentially in time and in parallel,
because information is too widespread and you don't
have access to that kind of participant. Second,
in many measurements you record the events after
the exposure to the film so what you have measured
is an integrated after-effect rather than the moment-
to-moment affect on the subject.

Let's go back for a moment to the participants. You
tend to think of the participant as just a viewer,
and in those measurement systems which have observers,
the location of the observer and the role he plays is
also of significance. Again, you tend to bring the
observer and subject together. So when I use.the word
participant, .I really mean both the subject and the
observer of the experiment at the same time.

The element of time has one other feature that has
been alluded to in our previous discussions here.
That is, we tend to show the material continuously.
There is no ability to interrupt the material,
stop it, and then start it again on the part of the
individual viewer. The way it's constructed now,
you are forced to show everything in one continuous
experiment. The recording of "reactions", and I
have reactions in quotes here since I am not so sure
what the word reaction means -- but looking at the
things people do record in reactions, there is a
problem in the way these records are made. People
do things like writing on paper, or they keep
diaries afterward. All of this tends to make it
very difficult to really analyze the data once the
participant is through with it because the methods
by which I might do the recording tend to inter-
fere with the experiment. Again, it is a technolo-
gical problem.

Now let's look at the program material. Here, the
testing of material is very static; again, you can't
turn it on and off; you can't have live breakthrough
involvements; and there is very little involvement
of the participant, in the program, by the participant
himself.

What I would like to do is show how the use of this
two-way CATV technology allows us to get around some
of these structural limitations in the tests them-
selves. What I'd like to describe now is the two-
way CATV technology and then illustrate how it is
being use out in Overland Park, Kansas and then
perhaps this afternoon talk more about how it can be
applied to measurement and this would in a sense get
everybody at the same level of where technology fits



today in terms of two-wayHinteraction.

For those not familiar with cable television,
let me just briefly indicate what the system
consists of. In normal cable technology, you
have antenna located at some point in the community
which allows you to pick up the channels, bringing
the information into some distribution source, and
then using a cable that goes through sets to the
cable. So, instead of the information being broad-
cast over the air it is now coming through a well-
defined transmission medium; namely, part of the
cable. The capability of a single cable normally
deals with 20 or 30 television channels. The cable
also has amplifiers to amplify the signal as it gets
farther from the transmission head. It is very simple
to convert the amplifiers so that they not only put
the information out in a forward direction, but also
receive information in a back direction, so that if
you put a small terminal device in the T.V. set you
can now have information originating at every tele-
vision location and returning through the cable to
some central point. At this point, we use the com-
puter system that is controlling these terminals.

We have one of these terminals right here (he
demonstrates). This is the basic terminal that
would sit in every subscriber's location and I
shall show you what you can do with such a terminal
for transmitting and receiving information. We
call this a "Queset" in the sense that it queues
everyone up. The computer is interrogating each
of these terminals in a sequential manner. That is
why it is a "Queset" terminal.

The first thing you can do with a system of this kind
is allocate channels. By that I mean you can pick
a program which originates at one point in the system
and allow only selected people to see that channel.
You can also change that with time during the day.
You do that by the computer controlling the terminal
itself. So you take a given channel and instead of
having 10,000 people watching it you could break it
down to ten dispersed throughout the community and
can vary that group in time during the programming
day.

The other capability is program origination. Where-
ever the terminal is located, you can put a television
camera into the terminal and the program can then
originate at that spot on the cable, be sent back to
the head, and transmitted in a forward direction.
In other words, not only can we tie the T.V, set to
the terminal and control what channels are received
by the television set, but we can also seta camera
into this unit. Thus the television picture origi-
nates there, goes back through the cable and can be
put out forward again.
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PAUL EKMAH:

Is that with knowledge and consent or without?

HAROLD KATZ:

Okay. This is a computer controlled system and you
can do what one figures and I won't get into the moral
structure at the moment.

PAUL rKMAN:

Just legally? And are you able to do this. Does the
viewer who would be shot by the camera know that he is on?

HAROLD KINTZ:

The way the programming is arranged, you cannot turn
on the camera unless he requests it, but that is computer
software and the extent one can tamper with the software.
But the way it is programmed, you cannot turn on the
camera unless the viewer so requests. He can take the
combination of channel allocation and program origination
in the following situation. You put a camera in one per-
son's home, allocate a channel to ten people that he has
some relationship to; his club, his class, and they decide
to put on their own program. In a sense, you've turned
over the medium to the people themselves. This camera
can be located anywhere and we can selectively determine
who getsthe information. Take a community and fragment
it in different ways with each group having its own pro-
gram capabilities -- whatever the program means to them.
The other characteristic' of the terminal is that it has
a microphone that can be selectively turned on so that
people can be engaged in oral conversation with whatever
is on the television set. People can in a sense call
me back to a program source, and the program source ...

BERNARD FRIEDLANDER:

Can I interact with the video tape?

HAROLD KATZ:

Well, it depends on how you want to interact. If you
want to stop the tape?

BERNARD FRIEDLANDER:

,Stop the tape, If it was a live studio show they could
interact with the studio show.

HAROLD KATZ:

Verbal involvement would only be, of course, where
there is a live program.
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JACK BOND:

Could we interact with each other while we are viewing
the video tape.?

HAROLD KATZ:

Yes, and we will show this type of thing on our slides
on the Overland Park System. Let's take our group of
ten people on the cable. They all have cameras and can
selectively turn on one camera or another so that a given
person secs his friend. A few seconds later you can
switch it so someone else is on the camera. So we have
one channel now being shared by ten people who can talk
to each other and view each other if necessary.

BERNARD FRIEDLANDER:

Can they give a command out at the terminal to rerun
sections of the video tape?

HAROLD KATZ:

Yes. In fact, the third feature of the terminal is a
keyboard which has 12 keys on it and it looks exactly
like a touch telephone system.. We intentionally did
it that way so that people could see the same kind of
configuration on the phone as on the terminal and not
look at it as a complex mechanical system. You can
enter alpha numeric information on the keyboard. So,
it will take commands like "turn off the video tape ",
or "turn it back" so that every location with a
terminal like this is now a source of audio-video
or digital information. Every viewer now has the
three components of communication capabilities. You
can send messages to other people and have it dis-
played on someone else's set or your own. So in a
sense, it is communicating verbally or video-wise.
You can put information into the keyboard to be commu-
nicated to someone else. People call this electronic
mail. Essentially the T.V. medium is being used to get
back alpha-numeric information.

The other feature is that every terminal has a unique
address to it, so if the computer is programmed, you
can do things uniquely to each terminal. You need not
send the same information to every location. You can
partition the information through the computer --
audio information, video, and digital information. In
addition to the audio-video-digital interactions, you
can also tie other devices to the terminal through
monitors. In the CATV sets people monitor fire alarms,
burglar alarms and meters. You could also tie physiolo-
gical equipment that would fit the physiological charac-
teristics of the subject.

I have a block diagram form--the information system looks
as follows. At the head end you put a computer with
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the capability of'storing lots of information, electronic
cables that people Lie terminals to; the terminals are
tied to the T.V. set through a converter which allows
you to select channels and to turn off and on channels
through the computer and then to the terminal you add a
whole host of auxiliary devices that need not be perman-
ently monitored at the 'terminal -- either a camera, or
an alpha-numeric generator that gives individuals a
whole page of information. You can put a printer at
his location that types out hard copies. if that is
desirable. There is one device which should be added
on here but it is really not on the market yet-a "frame
grabber". It allows you to send one frame of television
information to a specific viewer. In a sense he is giving
him a slide presentation, so the first, third and second
information that viewers get is still pictured in front of
him. And nobody else has it. That could be added on as
the last community device.

In terms of present application of two-way television, we
have a system that is now in Overland Park, Kansas, that
is a two-way cable system, and we are carrying out experi-
ments there with the school system in the teaching of the
home-bound handicapped students who would normally not got
into the school environment. We're also testing merchandising
with Sears Roebuck where people use a keyboard to order mer-
chandise that is displayed on television.

The other kinds of applications of the syStem are mostly
game playing - people participate in the game instead of
just watching.

I'm not going to dwell on all the other commercial possi-
bilitieS'available with this two-way interactive systipm,
but essentially we provide a new dimension of viewer
involvement, and we believe it has educational, socio-
logical and commercial bases at the same time. Let me
show how the system actually operates at Overland Park,
Kansas in the teaching environment. I have a set of slides,
the purpose of which is to show you how each of these tech-
nologies is used. We will discuss how you would like to do
what you especially want. (Shows slide) Now this young
lady is a teacher of the handicapped and would normally
have gone to the student's, home to carry out the teaching
process. She is sitting in what could have been her own
home or any other location on the cable. It has a terminal
and a T.V. camera connected to the terminal. She has a
microphone and is now carrying on a dis-;ussion. You can
see how she is seen on television. She is seeing herself.
The students at home are watching her. In addition to
this equipment, she has another small television set that
is sitting in front of her. That set is presenting the
information that the students are putting in on the keyboard
-- the equivalent of the teacher viewing the students raising
their hands to interrupt. What she sees in front of her
before the class starts is a heading form, identification



number and name. Now with this handicapped child
entering the class, he types his identification number
and name on the keyboard; that he is present in the class,
and as each child does that, the list of names appear.
Now Jeff wishes to interrupt and ask a question. He puts
his code on his keyboard which is the letter "P". This
appears in front of the teacher. If she wants to turn
on the audio unit in his system she just presses a key
on her keyboard -- she doesn't have to remember anything,
the computer has immediately cut through the operation.
As soon as she gets "A-2" on the keyboard, a light goes
on, on Jeff's terminal, and a microphone is then alive.
But he cannot be heard unless he presses down on the
button, so he has the option of having or not having a
live microphone in front of him. He must, if he wants
to talk, press down on the button. As soon as she hits
that coding "A-2", another code comes up "X-2".. This
tells the teacher that if she ever wants to turn off that
microphone, that's what she presses. So she has control
on a responding or raised hand, as it were. In this
particular example, we have cameras located in the
student's home. Jeff now wishes to have his camera
turned on because there is something he wishes to show at
his location. He goes through the same procedure, only
presses the letter !'C" on his cable trans, and then the
teacher decides whether to turn on his camera. If she
does, the following will be seen. There we have the
television, there's Jeff at his terminal, and he is now
in communication with the class through their individual
sets. It's got to be extremely important in the case of
a handicapped child with an individual watching. We'll
see more of this on the video-tape of a live teaching
condition where we have two handicapped, homebound
children who become communicative with each other via
the system.

So this is the way an audio-video can be made to occur on
a two-way cable. In addition, Jeff has entered answers
to the questions on this keyboard. He can thus take a
test and he answered "true" to question number 1 and
immediately the information is displayed.

COLIN MacANDREW:

Can they go outside the program and say, watch a film
by calling up the film from the computer.

HAROLD KATZ:

Yes. They go on another channel. They can leave. In
fact that becomes one of the interesting parts of "What

40 can a child do to control the set?" while you are
trying to make a measurement. In a sense, they are
sending a message from the terminal that happens to be
a mass of certain questions. There is a more commercial
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application. Here's a case where people have seen
merchndiso advertised on television and wish to put
their order in. They use a keyboard to order a catalogue
number which appear z; on the screen. You then see the
catalogue number and other information that he has put
in, then he has an opportunity to decide whether he
wants to confirm the order and make the purchase or
change his mind. He hits the asterisk and thereby confirms
the purchase. Now in the system you saw before, every
viewer could see that same alphanumeric information while
he's ordering.

There isone other capability in the terminal, and that is
the ability to send a limited message of about 16 characters
to every indiVidual terminal. And each terminal is different
and each message is different. Here, for example, we gave
the instruction "enter your ID number" only to this specific
terminal. So you can present an individualized message by
your own television set to each person. Now, when he
enters his number, the computer reflects back to him what
he has entered so he has the opportunity to verify what he
has done. I think that later on in the discussion of
audience measurement we will see that the facility of the
individual to project on his own television screen one line
of alpha-numeric information allows a new 'mension of
audience measurement.

At the head end this is the computer configuraL You
will notice that it is not very much in the way of , ,dware.
These are small mini-computers which are relatively inexpen-
sive, and control large numbers of people. This is disc
storage for all the information concerning the people on
the cable as well as those messages they have put in through
the keyboard itself. This particular disc has something
like one million words of storage.

So that's the brief description of the capabilities of the
two-way technology and how it is currently being utilized.
In this afternoon's discussion I would like to indicate how
we might use these various parameters here for audience
measurement.

WILLIAM C. DARNELL:

Does anyone have any comments?

WILLIAM CLENDENON:

I'm just sitting here breathing hard! I might comment for
the moment about things that are going on with closed
circuit television as opposed to cable television. I'm
currently working on a contract for the government to make
a cur - to determine the degree of interest in the
Ex( ranch for inner-city closed circuit television
as a -nt communications media. Wide-screen color
closer television has been around for a while and
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entrepreneurs selling sporting events and things like
that have developed a system, but by configuring on that
to provide two-way audio it becomes a viable tool, and that
is the kind of thing that we are looking at now, We see a
system that would be a network providing service to the
departments and agencies and the Executive Branch. A
contract net, a permanent net, to be activated at the same
time every day and the users could be in any department or
agency. They could use the system for any format or scheme
that they wanted. Every department and agency has their
own thing going. We see the system as not only a media for
communicating from the seat of government to the area, branch,
fields, districts, other levels of government, but we also
see the system being used for communications between the
government and those segments of the community that have
common interests, like educators, labor leaders, civic
leaders, and things of this nature. So closed circuit
tolevision is now here as a management communications
medium, out of the entertainment field.

BERNARD FRIEDLANDER:

Sortof increases the difference between the people who
are on the net and the people who are off the net, doesn't
it? Increases the difference in access to government.
The people who are off the net don't have the same access
to government as the people who are on the net. That's
going to cause a problem.

WILLIAM CLENDENON:

Well, a user of ,the network, once he had reserved the
network for a particular time would proceed as though
he was convening in the other conference. He would
develop a format or agenda, and he would send a flier
around to the people that he wanted to attend and request
that they present themselves at a certain location. So
to say that people are excluded from communicating with
the government -- we imagine that in some period of time,
perhaps in a year or two year period, there are going to
be a lot of people in the hinterlands that will communicate
with the government. We are not going to do away with any
conventional channels just because a new system has been
added.

BERNARD FRIEDLANDER:

I just make the observation.

WILLIAM CLENDENON:

All right. That's about all I can add.
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The primary advance, then, as far as telecommunications
is concerned, is through using cable or possibly through
using other alternatives -- adding an interactive mode
of some form or another. And from the point of view of
research, and the point of view of studies, it provides
you with a data collection mechanism, it provides you
with a means of restructuring your program as you are
going through the developmental phase.

B. ALLEN 3ENN:

It can provide you with more than that, I think. It
reminds me.a lot of computer-aided instruction and some of
the wees of that industry. Tim not directly in it, but
my impressions of it are that in the beginning, there was
a felt need by the people who designed the software for the
media and the hardware to be able to, largely through the
combination of the software and hardware, control the
subjects,to be educated by controlling the materials to be
presented to them. That industry has not fared too well,
and at-the same time, I recently read of an individual
talking about computer-aided instruction in which he
changed focus completely. Rather than try and take on a
formal instructional mode with the subject, he made available
to the subject a large number of presumably interesting and
content motivational modules or packages,so,that the subject
could, through a communication device, communicate with a
central controller and call on the things tnat he wants to
see and deal with, Conceptually, this changes it completely
around -- that is, 1800 away from the starting point.

It would seem that in television a similar kind of change
could occur, rather than thinking content-wise what the
6 to 11 year olds want and need and how best to design
programs' to fit their needs. These programs could be
modulized into small packages of five or ten minutes
duration with various kinds of interaction, and leave it
to the kid to pull out what he wants to do and see. The
frequency of the use of a particular module might become
a very interesting measure of design.

BERNARD FRIEDLANDER:

I think you have put your finger on something that is very
important, and the distinction that is not adequately made
is this term "mass media". A lot of people think of mass
media as only broadcasting to a lot of people all at .one
time, but what you are really talking about is flexible
use of mass media and dividing up your audience and dividing
up options.
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It really is, and it could be a tremendous switch in con-
cept. A few minutes ago, I was getting a little confused
by the largo number of factors involved in the conversation.
I wonder, sometimes, as I think of commercial television
whether it is a question of research or a question of
utilization of existing knowledge; whether it is a program
content problem, or whether it is a problem with technique?
But the answers to all of these questions have almost be-
come unessential if in fact technology of the two-way cable
interaction and the "switch-on" concept gets into play,
because that could become the driving force to the point
where commercial T.V. may well be the development of program
modules and packages which are paid for by frequency of use.

HARRY FRANCIS:

You're talking about a totally wired system. How does this
concept adapt to the existing system today of transmitters
and. reception?

B. ALLEN BEI1N:

I:am talking about something a little different. It would
betransmitted, but it would be called on specifically by
the user.

WILL3AM G. DARNELL:

What would you call that. "trial and error"! "random choice",
"switch channels"?

B. ALLEN HENN:

Technically speaking, this is where it gets terribly
interesting from the computer point of view, and that is
where you do have to go beyond any computer. See, computers
can store a great deal of information. Also, they have very
sophisticated software that can be used for an extremely
sophisticated index so that an individual can literally do
anything, such as talk to the computers, and be indexed into
the kinds of things that he wants to participate in. He
talks in plain English - what do you want to read? Shakespeare?
Do you want to see a cowboy movie? Do you want to see an
animated whatever? You can have a virtual library of pro-
gram modules that are available. Once you break through the
concept of two-way cable T.V. with large computers at the
end with a large number of channels, it seems to me that the
whole problem may shift ...
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BERNARD EMEDLANDER:

There are forms of this in use today. My kid's high school
has a dial select television film system so they can dial
one classroom to a central bank and pick out their film.
It doesn't work too well, but it's there.

HARRY FRANCIS:

That's fine for a porsnn at a secondary level of education
and up. But what happens to the kids of six and seven?
They are reaching out and touching the world for the first
time. They are running into things that they have never
heard of or experienced before. How do they become. selective?

B. ALLEN BENN:

I have a friend that teaches English at Catholic University,
and I asked him about the possibility of automating libraries
to make them more available. His reaction was that English
professors like to go to the stacks and brush up against the
books, and they couldn't do that with an automated system.
But it seems to be that they could very well go up to the
stacks conceptually, and you can't go to the stacks concep-
tiially today. Perhaps the six and seven year old kids can
be guided conceptually too by very simple language for it.

WILLIAM MILLARD:

That's the idea behind individnalized instruction in the
elementary schools which is now becoming more wide spread.
It is not called computer-aided instruction by a long shot,
but they are learning packages and modules of various kinds
which arc made available, usually under a teacher's general
guidance, but also with a learning resource center with
enough material that the student may pick and choose.

Bill, now that I have the floor, for the record's sake I
might refer to one or two things that Dr. Katz said that
have to do with previous practice in audience research.
It is not always the case that audience research or
reaction to programming is done in auditoriums where
people are taken out of their homes. In 1955 we did
that kind of thing in Puerto Rico. Last year, in Mexico,
and also in the States that kind of procedure has been
followed; that is, going into the home with equipment and
getting the reactions on an instantaneous moment-by-moment
basis to test turns or test commercials. It is also the
case that test films are not always shown continually.
You do very often show them, interrupt them, and have a
short discussion at a point, and then go on to the next
part, and interrupt again. Very often it is helpful to
have a curve or profile of the complete film and the audience
reaction to it as a whole before settling upon the points
where the interruptions are made and the discussion is held
or the reaction solicited. The participants may be in their
homes in the natural viewing situation, or wherever. Some-
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thing that troubles me a little bit about the discussion
so Lar is that it has been so diffuse. We have been talking
about television and children. If we had been asked to talk
about the reaction of children or people to books, we'd say
whose books? What books? What kind of books? If pertaining
to art, what kind of art? What kind of dimensions of response
are we talking about? Tension? Are we talking about compre-
hension? Transfer afterward to other things? The unit of
ditcussion has been so broad that if any of us were asked to
do research on something we'd say, what specifically are we
talking about? What units of presentation?

It seems to me that we have to get down eventually to a
specific type of stimulus, and not just a specific type of
program, because within programs there are all kinds of
stimuli. Also, we haven't talked about the characteristics
of the medium of television. One of the things it has done
as a medium in use, at least in the instructional area,
(possibly the educational area, too, but certainly the
instructional area) has been to take a prestigious figure
like a professor or an instructor and reduce him to a
relatively small image.- I suspect that's one reason that
the tests of instruction by television and instruction and
control classes without television have shown very little
if any difference in learning because the.impact upon
the student. of having this figure who is normally live and
breathing reduced to almost a puppet, has not been taken
into consideration. What happens if we use the system you
were speaking about a while ago -- large screen, color, where
the professor is blown up four times. his normal size and
given, by American standards where we sort of like bigness,
a prestigeful presence? What happens then, if this is the
way in which the medium is used?

We haven't mentioned anything about the visual supported
by audio. The comment was made earlier that sometimes
there is presented a silent film accompanied by a teacher's
"comments" which sometimes gets the teacher more involved
and the class more involved, and lends life to it. Years
ago it was determined that if you have one stimulus video-
wise and the other audio-wise, some people follow the one
and some people the other and there is a confusion.

Then we talk about the frequency of repetition. I remember
back in 1954 or 1955 which is a long time ago, the Gallup
Robinson people in talking to Westinghouse said, "Look, in
effect, when you put a commercial on the air, you're
instructing the people about your products", and they said
by our going around the next day and asking people what they
remember from the night before, we're getting a measure of
recall, and we can tell how well you're instructing people
by how much recall we get. And then they showed an instance
of 60 seconds where Betty Furness, I think, made one or two
points three different ways about something, their new television
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set, I think. Then they had a comparable thing about
refrigerators and in it, six or seven different points
were made only once. The fellow said, "Look, if you make
the same point in various ways it is going to be remembered.
If you mike many points once, it is not". Well, this is
pertinent to our concern with children and learning and
the instruction of them. But it is a characteristic not
so much of the medium, but the way in which the medium is
used. But it's the art that goes into the medium, or may-
be it's the art that goes into teaching -- even parental
instruction which is so very unsystematic and where there
is not real repository to draw from to find out about
these things. I have the feeling that a tremendous amount
of research has been done in the last ten to twenty years,
but I'm not aware of any one source where it has been pulled
together and organized in such a way that persons like our
broadcast friends could draw upon it for use in production.

Now there is'another major factor that maybe we shouldn't
even talk about, but let me mention it anyway. It is a
tremendous element in accounting for the fact that so much
television has been done that is irrelevant, that is dull,
that has been poor. And that is the absolute reluctance
of creative people to use the research techniques that are
available to improve the work which they are doing to
measure, if you please, the extent to which their objec-
tives have been achieved. Screen Gems is one of the few
companies that has put a,researcher on this. The researcher,
over a period of time, has been able to make friends parti-
cularly well with director:; who allow him to test their
material along the particular dimensions in which they are
interested; namely, .audience attention and the ability to
win interest. Nevertheless, most creative people feel
that research is a threat and that a statistician is going to
tell them how to write their script when, in fact, a creative
person could look at the results of something that has been
presented to the audience, and pro -test it if you please,
and see where to leave the script or film alone, and see
where his intentions were not met and get to work creatively
to fix that problem.

Very specifically, a couple of years ago the Junior League
sponsored a 15 minute film on juvenile delinquency and had
it protested. The director, only under the promise of addi-
tional funds for re-editing the film, was persuade -1 to edit
out certain parts which turned out to be very dull, and
incomprehensible to the audience. It was about a baseball
game. It had great symbolic meaning to the writer, but
nothing was happening on the field and th audiences
didn't like it-- and this edited film with a changed profile
went on to win some kind of national prize. You know, a
great film on juvenile delinquency. Here is where a creative
man was forced to use research to edit his creative effort.
Sesame Street is the great exception. As I understand it,
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research was used in that production. But as a psycho-
logical barrier, I think the problem of creative people
using their researchers is number one in dealing with
production groups.

SHELDON FISHER: (Observer)

I want to get into a different area for a moment. -I'm
concerned with the fact that I still don't see building
sets in the schools. I know that they build in tape
recorders. I know also what we can do with two-way
communications, satellite communications, and large screen
color, and EVR if it is half as good as the publicity, but
I have a funny feeling that "they ain't using it!" I'm
worried about how we are attempting- to use what we already
have out there before we come in with some more sophisti-
cated gear that is also going to be put in the closet.
My favorite horror story is in Endicott, New York, where
they have a complete closed T.V. system and a rather small
gymnasium. They use the closed-circuit T.V. to handle the
pep rally and the rest of the time it sits, as of four
years ago. I was wondering how many closed-circuit systems
have been put in the schools that aren't being used because
nobody really knows how they work, and because there is a
problem of standardization and different configuration so
that they can exchange with other schools, so every school
system has it's own series of video tapes -- English I,
or Chemistry I, and we keep duplicating the stuff and it
still isn't being fully utilized. I would like to get some
answers. How do we utilize stuff that we already have and
expand it to my special field and Mr. Miles special field,
Manpo:rer Training? How do we get this rolling before we
start pumping in new technology?

MARVIN ACK:

Maybe one of the ways is to ask why it has not been used
more extensively.

SHELDON FISHER:

I suspect that somewhere there is the lack of standardization.

MARVIN ACK:

I think we do a great deal of many things. I don't know
what determines why a show like the juvenile delinquency
show should win an award, but I have had some vivid exper-
iences recently; for example, in the new area that's
concerning everybody -- Drug Education. I have become
rather convinced that drug education is probably the
worst thing in the world. That is, no matter what you do,
if you take the position that drugs are very bad fdr you or
if you take the other position, "I'm only going to talk about
the chemical reaction to drugs", in each case you increase
the use of drugs. Until someone talks about the ethical
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or moral considerations in drug usage or personality
relating to your first question about specifics, I

really wish we could get into our input something
about humanistic concern in what we're going to measure
in terms of 'what are we going to put in. At the moment,
we are all talking about a specific definition of education;
namely, the input of instructional media, or instruction.
And I'm not so sure that that's an acceptable definition
of education.

LILLIAN AMBROSINO:

Back to your question. Some of the leaders, in encouraging
the use of television for school programs, are dropping out
because the programs have been so bad.

HAROLD NATZ:

Is it the program material itself, or the fact that (and
we keep coming back to it) it is the passive involvement
and they will turn off that program as they may turnoff
any other T.V. program.

LILLIAN ANDROS1NO:

No. The program material is bad because the people who
write for the school programs in this country were led to
believe that it is a low status field. And there is a
tremendous amount of duplication.

SHELDON FISHER:

In educational T.V., whoever has got the show is the writer,
the producer, the director, the artist and the star. In
commercial television, that's ten separate jobs, and I
think that that makes the difference.

LILLIAN AMBROSINO:

It is not a matter of the definition, it's a matter of the
atmosphere.

WILLIAM G. DARNELL:

Then we also have a programming problem in the sense of
what you can offer even in the case of split cable, or in
the case of totally interactive programming.

OBSERVER:

I think we're pulling away again from this gentleman's
question. Really, for a conference of this sort, a central
point to deal with before we go into more sophisticated
technological utilization advances is the question, "Why
haven't the schools of this country used the incredible
amount of hardware that they have purchased and which they
are storing right now? Why aren't teachers comfortable with
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that equipment? Why aren't principals comfortable? Why
don't school decision-makers take advantage of the tech-
nology that has been developed so far?" Until we can cope
with that ki.nd of problem - the framing system, the software
systems, or whatever, in terms of the people who are
relating to kids in the classrooms on a day-to-day basis,
this kind of conference isn't going to be very useful. Is
it going to be what you'd like it to be?

BERNARD FRIEDLANDER:

There's a subtle point within what he just said. We're
here ostensibly to measure audience reaction. And we
think in terms of the reaction of the children. But the
children often have not mediated between themselves and
the program source. Yet, we have to be prepared to evaluate
the reaction of that mediator,' whether it is a teacher or
a program selector for the region, or public television
netWorks, so the people who make the administrative.deciSions
as to what constitutes a program for the children really
are a part of the audience measurement problem.

HAROLD KATZ:

OBSERVER:

OBSERVER:

The question that he raises regarding why people are not
using all the materials and the equipment that has already
been constructed, assumes that there is something terribly
good about it and we have to force people to use it. May-
be people don't learn that way.

That's the way I think you ought to look at it: whether
it is pre-recorded material segmented in 10 minute elements,
or people have access to a full bank of 1000 films, is that
really what will be educative?

I think we have to look at the way they make the decision,
too. Sometimes you have a veritable banquet of technology
available for educators, but educators see it sometimes in
terms of the cliche, "multi-mediaTM. It's like in the
1950's, they hired a guy to run the AV department. He
let out cameras and film strips and whatever for the teacher
who was hung-over that morning. I think we have to somehow
examine the people who are purchasing the equipment and are
using the equipment and what is happening to their process.
I suspect that many times they are dealing with the equip-
ment as children use a toy without really realizing its
full potential. This certainly will affect the kind of
decisions they make about what they purchase and what they
don't purchase.
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WILLIAM G. DARNELL:

There seems to be a natural split in the environments in
which television is used: they might be termed "formal"
and "informal" environments, such as the formal instructional
setting (where there is an organization, agency, etc.,
responsible for the use of television) and the informal
home setting. This division might help in terms of getting
to a different question. There are a variety of issues
that one becomes interested in when one is looking into
audience research, one of which is selection. That is,
what causes a child to select and stay with a given program,
assuming that selecting and staying with the programs are
necessary prerequisites to more esoteric issues such as,
are you changing structures, are you cultivating, are you
in fact instructing? We may argue the morality of program-
ming or the. nature of content to be offered, and we may
argue what it is that we should be instructing or offering
through the program. But there is one point where we can
begin, and that is, it has to be selected somehow and called
out by someone. In the home, we can identify the component
part: the parent and the child, both of whom are involved
in the selection. In the institutional setting, in the
school or in the training program, there is a diffecent
kind of mechanism taking place. Here, we know that there
is someone other than v Lo 11 year olds involved in
selection. So there is a question, what is the normal
selection mechanism?

SHELDON FISHER:

Well, I think again you are getting to the heart of the
matter; that is, selection has something to do with the
mental set of the administratOr towards the use of the
media. He may view it, and I bring up a McLuhanesque
cliche, in a linear fashion. So when he sees multi-media,
what he sees really is a book that is somehow automated,
and he is going to use it that way, and he is going _to
select his programming that way, and he is going to select
his equipment that way, and if we are going to make a
crack in that, then we are going to have to somehow re-
organize these perceptions about how to use this kind of
hardware and software.

JACK BOND:

But aren't we concerned about the effects? The administrator
makes these selections. You know he can get away with it
for a certain amount of time. Education has gotten away
with it for about 100 years, now, in presenting something
in the classroom between 9:00 and 3:00 in the afternoon,
and the public has paid for it. Now the public is saying
"Look. I've reached my limit. Now I want to know what I
am buying". And so they are beginning to ask, they are
beginning to look around from the standpoint of what is our
effect. We see an increasing crime rate, and we say, "is
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this caused by seeing violence and the like on T.V., which
wasn't available to the rural farm boy 50 years ago?"
Ile didn't really see the kind of organized things that we
have been prepared for at this point. We used to be
involved in a different kind of situation. Kids went to
school if they wanted to go to school. When they got tired
of the environment and the life that was in school, fine.
He went and did something else, but we are faced with a
situation in which the child is put in an environment. He
now watches television. We have the lower class kind of
situation that was alluded to earlier. Why does he do
this? Because his environment doesn't allow him to get
out and do anything else.

SHELDON ISLFR:

It seems to me that I listened to as much radio when I was
at school as my children watch television. Didn't the radio
have that much of an impact on us? Didn't the'CBS School
of the Air which came on Monday, Wednesday and Friday? I

heard it in school. Is television really that different?

EVERYONE:

Yes.

WILLIAM G. DAT:NEEL:

Isn't the difference a positive one?

BERNARD FRIEDLANDER:

The dif.erence is all embracing. It is a whole new
dimension of life; it is a substitute experience, it is
a vicarious surrogate life the children lead now, so it
is expediently greater with T.V. than with radio. It's
not a difference in quantity, it's a difference in quality.

COLIN AacANDREW:

I wonder if I could suggest two basic reasons why media
isn't better utilized in the school system. The first
is a problem in the aims of'the school and the philosophy
of the school. On the one hand, the uses of television and
radio programs are for motivating and interesting the child.
They are interested in student learning. On the other hand,
if you are a principal or teacher, your vital concern is
with National Average Scores in Reading and Arithmetic.
That's the kind of measure that you're going to be judged
on. It's examination based; rote learning based. There
is a very great conflict there, and much of the material
that is being produced is not relevant to the practical
aims of the school.

The other problem is the massive teacher training problem
involved. The teacher training institutes are not preparing
the teachers to conceive of themselves as "managers" of
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student learning. They are still trained to be "teachers".
But, if you want them to be able to use the media, they
have to have some concept of themselves as managers of the
instructional process. For example; in a Washington D.C.
University there is a Center for Educational Technology
nocourse of which was a mandatory part of the training
of undergraduate teachers. I would suggest that these are two
major reasons why the programs and the media are not being
used. It has nothing to do with whether or not the media
are successful in attaining their objectives. It has more
to do with these outside factors.

BERNARD FRTLDLANDER:

I would just like to point out that this problem is
probably going to be more intense in the future than it is
now; that is, the confrontation between the availability of

. technology.and the utilization of it. We are sitting
around here talking about all the gee whiz stuff that can
be done and you can go out and manufacture it in the next
three years. But at the same time, the input of new people
is slowing down because of the change in the employment
picture and we are going to have the same old teachers
rather than a constant high population input of new teachers
every year, so within the next five to ten years that is
going to lead to a real conflict between available innova-
tions and innovations that are executed at the classroom
level.

B. ALLEN BLNN:

That's absolutely true. Until you reach a threshhold where
the media becomes overwhelming; that is, it is quite likely
and certainly possible that once it becomes extremely
interactive at the student level, just to plug into the
media means that we lose the selector problem and the teacher
problem and the administrator problem. One decision is made;
that is, to do it or not to do it. Once that decision is
made, then a lot of the problems you're talking about go
away. There is no "in-between link".

BERNARD FRTEDLANDER:

I would never minimize the power of the existing establish-
ments to interfealwith the onset of a change of this nature.
It may even be a good thing in the long run.

JERRY MC NALLY: (Observer)

I would like to make a couple of comments based on our
experience in the field with motion picture film. I believe
that we really ought to be talking about motion pictures
because I don't think that the children of the ages we are
talking about care whether it's coming through a Super 8
machine such as ours, or through the tube, or a picture on
the wall. The fact that it's motion picture makes it work.
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My bag is television. Out of frustration I went into
the education production business in film and we do have a
system in 150 to 200 classrooms right now teaching young
children the English language -- and it works. It is
taking Mexican-American children on the coast and the
Texas border who, by the time they had picked up English,
were beyond the point of getting hack into the mainstream.
Now, within one year they have not only learned English,
but they're using it. I submit to you the two reasons why
it works. One is that'ewin those children are exposed to
coMmercial television and it becomes competition in that
classroom every single morning with the poor teacher --
and I say poor teacher even though I can criticize him,
too. But generally speaking, I think their tragic situation
now is when they say "good morning, children" and open up
the book because they are looking at a bunch of children
that probably saw "Bonanza" the night before. So they are
mentally competing with production -- not what was inthe
production, but the production itself.

So what I hope will happen with this seminar because I think
that you have a great opportunity, is that two vitally
needed ends will be put together. This is what we tried
to do, and I think that we have been somewhat successful.
We took the needs, and that's when someone sets a goal, and
I think we need one here before we get away from the real
fundamental goals of the needs of the children whatever
they may 'need from you experts who have

,l

bent your life
learning how to understand the problems and the processes as
much as we can at this point document. I think you experts
should go to the television production people and tell them
that here is the kind of input that we need in your productions
and then essentially go away and let those people do the job.

Now this is exactly what we did with our system. We had top
people in the language world lay out the goals, and then we
said "fine, you have done your job", and we turned it over
to the television people so that two things have happened. One i
we didn't vary from the basic goals needed by the academic
world. We didn't allow that variation. We told the producers
what they had to produce. We did not let the academic people
get into the production business, because it isn't their
business.

I submit to you right now that the problem with public
television generally is the fact that the amateur is trying
to do a professional job. And you cannot compete with
Hollywood when it comes to putting the film together. But
what I hope might come out of this is a genuine effort to
put together these two vitally needed things. One is that
it is necessary to get into the area of behavior in par-
ticular, as well as the academic world.

What is it that is lacking in television today? I can
name a number of things and then put the onus on the
television people, because I have been there for 20 years
and I think they are capable of doing it. Then I think
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that you might come out with something that would have three
results: One is that the children would look at television
because it would be exciting; two is, if the right material
is put in, children will learn from it - I think we are all
convinced of that. Third, you might have a better chance
of doing a genuine research job because then you can research
and test against the material you want to put in. One of the
problems, it seems to me, with testing general television
from an educational point of view is that it wasn't designed
for that purpose.

JACK BOND:

One problem that we bumped into in looking at a number of
different kinds of films and trying to use them in some
educational way was -- we had the comment from one producer,
"Why did you make this film?" and the man said, "I don't
know, I was there and I had film in my camera and I shot
it and put it together and it sells."

JERRY MC NALLY:

That's exactly my point.

JACK BOND:

But that was his criterion.

JERRY MC NALLY:

That's because nobody in the academic world, or whatever
world it is that we want to help provide the guidance, told
him one solitary word about what to put in the film. Now
maybe he wouldn't have listened, and in that case he
shouldn't be used. What I'm Saying is that there has been
a terrible communications gap between the academic world and
the commercial educational world. And the closest thing
to putting them together has been Sesame Street and perhaps
our own material.

SHELDON FISHER:

I think.one of the recent problems the salesman that comes
in a school system and he says, "I hhve a video tape machine
that only costs $3,000, and for a few dollars extra you get
a camera, you push the record button, and you make anything
you want." Now Bell & Howell never told you that. They sold
you a projector and you went out and bought .the film. But
the video-tape salesman says that for $3,000 you can make
your own tapes, and they are doing it. I think this is
where the problem began. And if I could pass a law, I
would take the record circuit out of every machine there
is and let the professionals have the record circuit and let
the amateur have the playback. That would solve part of our
problem.
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WILLIAM G. DARNELL:

Given that we sit down and define the objectives for
producers; in other words, we are willing to get all i51t
our knowledge and strength to say that these are the
kinds of things that should be offered, and then turn
them over to a producer to do that, we are still leaving
him a long way from objective to actual programming.

Sesame Street wrote up a set of objectives which were very
lengthy, detailed, and very acceptable to a large community
too. Yet, as I understand it in that particular situation,
they tried to go a step beyond and that is essentially what
got a lot of this going. They try to assist the producer
by taking research or our knowledge, whichever it is, and
translating it into a workable form for the producer. The
question came up before, "From what distance and angle do
I shoot a bee?" Another question came up in the terms of
attention in patterning. Do I want to maintain them at a
high4leVel of interest and activity, or do I want to create
dips and changes? It is an art, but even that art is in
need of information.

OBSERVER:

I would like to jump in here while we are on the subject.
It seems to me that we have a sample here of the state we
have reached right now where the industrial lobby is far
in excess of the educational lobby. People have sold a
lot of hardware and in so doing have sold the public on the
idea that technology is hardware, which is a lot of baloney..
If we are talking about technology, it seems to me we get
back to the Commission's second definition of technology
which involves a total systems development concept, and it
seems to me that when you are talking about audience analysis,
you are getting into the first step of systems development
which takes this whole concept and puts it into a perspec-
tive where the hardware becomes the delivery system for
particular instructional goals. It is developed out of the
cooperative effort of many people who see instruction for
what it really is and what it really can do. In so doing,
it puts this thing in a much better context. We hoped that
this would be the seminar which would kick off the beginning
of this kind of effort and start to turn this whole ball
game around. Essentially, hardware is developed out of
instructional media rather than the hardware manufacturer
going around and selling the people a bill of goods to say
that this is necessary and needed by the public.

HAROLD KATZ:

The comment that you (McNally) made about the teachers
competing against the T.V. show the night before is another
technological problem. A new technology provides television
with another source of education -- the television set.
So in a sense, the classroom is physically outmoded.
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JERRY MC NALLY:

I don't think that is in question. it is outmoded in
many ways.

'HAROLD KATZ :

Then perhaps the classroom has to be extended into the
community more in tune with the technology of information
delivery.

WILLIAM G. DARNELL:

And if we are talking about opening up the classroom, we
are then talking about moving the selection function back
down to the kid and out of the organization. Let's try
to getback to these 6 to 11 year olds.

We have talked about the problems of selection as interfered
with by some superstructures, and therefore we should deal
with the question of the superstructures themselves. We
are also talking at the same time about clearing a lot of
that structure away as far as education is concerned. And
so what I would like to do is try to keep our focus on the
6 to 11 year olds. In terms of objectives, there is a
problem. But I'm not sure that we are about to define the
objectives for instructional television or define objectives
for commercial programming in this particular session.

Maybe what we ought to do is pilot something by saying,
"Here is a set of objectives. Let's work with this and see
where we can go." Whether or not it is film; whether or not
it is interactive television; whether or not it is mass
broadcasting, I think that what we've done in terms of
conversation and comment leads straight to it. That program
segment is equally important whether that program segment is
part of a cable, split cable, interactive television network,
or whether that program segment is a film in*a film series
or whether that program segment is being broadcast over the
commercial or public station. This brings us down to that
program segment, and it seems to me that the place where we
are putting together that program segment seems to he the
place where a focus should be at this point.

Harry, does that make sense?

HARRY FRANCIS:

Yes, I would like to see us address ourselves to continuous
prograMming. I would like to see us look at the design
techniques for specific programming to be broadcast on mass
media communication, such as "Sesame Street", such as our
own show called "Hello World", such as "Hot Dog" and some
of the other things that we have talked about. I would
like to see us try tco find out how and why kids react to
various segments in these programs. I think when we go to
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a classroom experience we, have the option, whether it is
exercised or not, of being able to interrupt the audio-
visual recitation and getting feedback from the kids to
the instruction. The instructor can stop and explain
things. And we're talking about something completely
different in commercial broadcasting and educational broad
casting as we mentioned earlier. We are talking about
a somewhat captive audience. I think, Dr. Ekman did a
study on children's movements in time with actual television
programs. I would like to know what you discovered.

WILLIAM G. DARNELL:

This afternoon we are going to get into a lot of the various
experimental studies.

HARRY FRANCIS:

And we have talked this morning about interactive tele-
vision which I think of as Eutopia. But we are not.talking
about Eutopia. We are talking about today, here, now. The
existing system has millions of people,all looking at, or
having the potential to look at,1\exactly the same thing at
the same time.

MARVIN ACK:

You also aren't talkilig about the reality of the audience
that you have and the danger that whatever-you produce may
come to the same end as the educational television shows
that are not'being used in the public schools.

Regarding research, you can take Piaget's research and find
that there are certain stages in cognitive development that
children go through. Children seem very similar. That's
a product of the kind of question that you ask. Had you a
different type of question, you would have been aware of
the enormous differences between children, not the similari-
ties. There are two contradictory trends going on in
American education at the moment that I think may have some
relevance to what you want to do and study: one is the
accountability, behavioral modification where some external
source determines what is educationally sound. Then you
present it to children. You get the best educational view
but there isn't that much unanimity among educational
research as to what is correct, etc. Okay, then that is
seemingly what you are going to do. You are going to
present something that is "educationally sound".

The other trend in American education is to decentralize
not just the schools, but the classes. The teacher is no
longer the center of education. The child is the architect
of his own curriculum. He makes the decision. This has
just completely taken over in England to the point where
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about 70 percent of all the British infant schools are
operated on this free basis where there is no set curriculum;
where the child comes in and determines what he wants to do.
And this is corning more and more in the United Statet. There
are now institutions that are training teachers for this
type of identification. We have our contradictory trends,
but if you decide to go one way you may find that your
audience and your market places are going in a different
direction.

HARRY FRANCIS:

I think we have to build our discussions on the similarities
in children rather than the differences.

PERCY TANNENBAUM:

Why?

HARRY FRANCIS:

Because we are a mass audience vehicle and I'm not going to
change the character of this -- we are a mass audience vehicle.

PERCY TANNENBAUM:

I think what we have been getting this morning is maybe the
fundamental dilemma of the whole broadcasting system, since
its inception, and that is the notion of creating a homo-
geneous product for a heterogeneous audience that is going
to be there whether you like it or not. There are different
ways for the system to handle it. One is to try and put it
all into one show, which is ridiculous. The other is to
offer a variety of shows within our existing broadcasting
system. Later on, when this technology for more massive
selection possibilities is provided, we will be able to expand
on it. But in most metropolitan areas, you have six, seven,
or more channels available. For those now served by com-
mercial cable television, you can have even more. At hours
like 11 o'clock at night, they are all showing the same news.
That's my choice --not 13 different things, but two different
things: news or not news. I have a little variation with
this man's face or that man's face -- but it's the same
news off the same wires. I'm not trying to be facetious.
They are fighting with each other for the same audience --
that is the news time slot. At 5 o'clock in the afternoon
they are showing similar, not radically different shows for
children. We should somehow adapt the existing broadcast
system, which isn't one show for one audience, but "N" shows
available at a given time, so that some degree of selectivity
could be introduced for the viewer, not for the producer
here, but for the viewer, so you are competing for not the
same audience but for different sub-audiences that exist.
They do exist. It's a rare occasion that we have had a
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Large enough plurality of audience.

A president's assassination, the first Apollo flight, but
not the last one by the way, where the audiences divided
up and watched a hockey game or whatever else may have
boon on and we should give that degree of choice to the
children during their audience hours.

HARRY FRANCIS:

This would be ideal.

PERCY TANNENBAUn:

Well, that's what's being offered. Why is it not possible?

SHELDON FISHER:

Because we are going by the lowest common denominator.
At five o'clock in Washington D.C. there's the largest
audience, they get the spots on and that is where the money
is.

HARPY FRANCIS:

An that is exactly what our problem-is! We have to go for
the big numbers because television is so expensive!

PERCY TANNENBAUM:

Maybe the very fact that you just stated is why none of
you are going to be an educational force in this country.
I don't dispute your need.

MARVIN ACK:

If you want to appeal to what is common in children, and
I understand this very well, you look at Saturday morning
broadcasting which appeals to the sexual and the aggressive
instincts of the derivatives of things. But when you are
speaking of the cognitive interests of the children, these
all vary. That is where children differ. They don't differ
in their sexual and aggressive drives. All of us contain
that sort of thing. But we are enormously different when
we speak of all of the varieties of ego functions because
by this time, all life experiences which are different for
different children have produced a variety of interests.
So when you ask, what is common in children, I'm afraid
that what is common is the baser instincts -- the competi-
tiveness, the kinds of things that we don't necessarily
wish to encourage. But if you really want to encourage
learning, I think you are going to have to find some
variable techniques.
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HARRY PRANCIS:

Right, and as soon as we start going at the sub-audiences;
and as soon as we start: doing a half hour shoW on how the
bee flies and really appeal to these kids who have some
desire to learn entomology, we're fragmenting our audience
to where it's no longer saleable.

PERCY TANNENBAUM:

From what you5re told us, you're fragmenting your audience
anyway. They are not all watching the same program.

JERRY MC NALLY:

This may be your basic problem. I was with you guys for
a long time and why must you television people program
not less than 15 minutes. It's old habit. I think if you
submitted to these gentlemen more flexibility right here
today and say, for instance, take the half hour show that
bombed and got cut up by the cartoons across the street,
(and that used to happen) and say, "alright, gentlemen,
you tell me the general areas, and we'll put in five,
five minute programs, beautifully produced, high budget,
audience gems." This should be done because we are
talking about children that we know from our short film
series can't necessarily sustain a half hour even if it
is good. Children move around too much. There's some-
thing that I don't think has been used in commercial
television as a technique.

HARRY FRANCIS:

Yes it is. You are not aware of it because we are a
little group broadcaster and we carry. very little profile.
But we're doing this in our group production that all of
our stations are putting together. They are very. short
and are very episodic and they run the whole gamut of
enrichment.

WILLIAM G. DARNELL:

We should talk more about this attention span in children
which has been referred to. What is the attention span
once we get to six year olds?

MARVIN ACK:

I'm afraid we really don't know very much about the attention
span in children. For example, I've worked with the ghetto
children for a long time, and among peers, their attention
span is very short and they are very active, etc., etc. On
the other hand, in Kansas City we have established an open
school, really, that is near a school where last year some
kids threw a teacher's shoes out the window and said "If
you come back tomorrow, that's what we're going to do to you."
But we ran this open shcool and had no trouble after the
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children learned to use freedom and to differentiate
between freedom and license, etc. The result was that
sometimes a kid would work three solid hours on a
topic. And I think we are revising our whole psychology
because we are recognizing that what we thought was innate
in a child was a product of a situation we put them in.

BERNARD FRIEDLANDER:

Let me point out that I do systematic measurements and I
would like to testify that Marvin is right. I've got
records of nine month old infants in their cribs playing
with an automated system we give them for 3, 5, 6, 7, 8

thousand seconds a day to hear things that they like.
You can't say that children have low attention spans.
It just doesn't wash. You've got to measure what you
give them. Find ways to measure it and you will find out
what's good and what isn't.

BARRY FnANCIS:

We need you to tell us how we can relate this to television.

WILLIAM G. DARNELL:

Is attention span-related to material?

BERNARD PRIEDLANDER:

Absolutely related to material. But.the one thing you
have to be careful of is that attention span is not by
itself necessarily a good thing. As Mary (Ack) says, you
don't necessarily want to appeal. If you're interested
in support of culturation of the child, you don't want
to maximize what he tends to attend to. That would be a
mistake to get that notion across. You want to measure
attention, but you don't want to appeal to a grosS
property of attention and nothing else.

WILLIAM G. DARNELL:

But as attention grabbing as "the roadrunner acid the coyote"
for example, is for the kids, can you sustain that level of
attention for a long time?

BERNARD FRIEDLANDER:

Well, you might have to measure day after day with com-
parable materials aura different materials, and also put
other factors into the evaluation.

PERCY TANNENBAUM:

Not only that, but when you say "can" you mean "is there a
real upper limit" -- maybe he can be trained to, is the
suggestion. Let's not mix up performance, i.e. what kids
do, what broadcasters do and what educators do, with compe-
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twice or what can be done. We made that mistake in the
study of languages until it was finally cleared up. Now,
I don't know what's good for kids to do, and no one else
around us knows. If that's their attention span, then it
may be a limiting condition and a developmentally limiting
one, so you can't go beyond that.

BERNARD FRIEDLANDER:

You can't deal with this value-free question, either, with
the pretense that you can get numbers out of a computer and
think it's a value-free answer - it's absolutely inadmiss-
ible. You've got to make personal value judgment which
represent your standards of what you think are wholesome,'
desirable or not.

WILLIAM G. DARNELL:

Are selection and attention related?

BERNARD FRIEDLANDER:

They sort it out. If they don't want to attend then they
reject it when they are given a choice.

PERCY TANNENBAUM:

I don't know how you can separate them operationally.
Selection is a measure of what they are attending to.

WILLIAM C. DARNELL:

In terms of channel switching and program selection, I
don't know whether or not this is the nature of the child
6 to 11, necessarily, to select a program which holds his
attentio for that 30 minute period; or, given this crea-
ture is slightly active and the like, whether or not he
might more sporadically select a program in terms of its
attention holding, whether it is more low key, etc.

PERCY TANNENBAUM:

Some will. Some won't. What do you do then? You're still
looking for general answers. All kids at all times.

BERNARD FRIEDLANDER:

It's very, very specific in- the graph I sent you. There's
a specific age relation.

FRANK FURBUSH:

I think Scott Ward came up with some of that same confirmation.
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SHELDON ru

It seems to me that the area in which we can make the
most impact will not be in changing commercial television,
which is going to take more than the efforts of this gene-
ration to do, but in changing the operational procedures of
educational T.V. The teacher has a variety of short subjectS
she can use to play back on EVR, either through the station
or through a closed circuit system, and get more impact
through the already existing ETV channels than if we tried,,
to get commercial television to restructure. Commercial
television is operating the way they are for very dollars
and cents reasons. But their posture towards a degree of
restructuring at this particular point ...

MARTY STEIN: (Observer)

I would just like to say -- I work for NBC -- yes, we are
interested in inquiring about what we can do to change our

SHELDON FISHER:

On the whole, Or-on Saturday morning.

MARTY STEIN:

I just want you to know that I'm here today to learn and
to understand.

SHELDON FISHER:

Because the 5 to 6 o'clock afternoon period is not NBC time,
it's the local stations time. The local station in Terre
Haute, Indiana is not about to throw out the afternoon movie
which brings them $300 to give something that's educationally
sound. That's where they get their money. NBC's time to
really operate is the prime time in the evening and on the
week ends. Part of the evening just got shrunk by an hour
every night. On the weekends you are delivering, but you
are delivering cartoons. They're the ones that we had last,
year, but essentially still cartoons. Although "Take a Giant
Step" is a giant step forward.

HARRY RANu :

I think we would be willing as commercial broadcasters to
throw out the afternoon movie if we had another vehicle
that would attract audiences of the same size.

SHELDON FISHER:

We're back to size again, you see!
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PERCY TANNENBAUM:

Of course, what if I tell you the nature of the thing
is that size and good education are negatively correlated
What do you do then? The hell with education, right?

BERNARD FRIEI)LAtfl)ER:

But you don't know the cost factors you have to confront.

PERCY TANNENBAUM:

I know them fully well. I'm not pointing to an individual
or to a particular network. That's the problem of the media.
You say, what good education could we provide given that we
could still make or maximize our profits.

HARRY FRANCIS:

You're absolutely right.

PERCY TANNENBAUM:"

And you're putting a limiting condition, and that's fine,
but it may be that you can't do any better than you are
doing.

HARRY FRANCIS:

It may be but we would certainly like to try.

PERCY TANNENBAUM:

Well, the first thing you might do is to experiment more.

HARRY FRANCIS:

Let me get briefly on our soap-box, get back off of it, or
even knocked off it. We are into commercial broadcasting
becauser.l. we want to make money, 2. we feel an obligation
to serve our community, and there is not to me the disparity
between serving our community and making money. I think
we can do both. But we've got to have the money before we
can serve because we are private enterprise. It is as simple
as that.

ALLEN BENN:

Another factor may begin to enter here when we discuss making
profit and serving the community... I think the FCC is looking
at what is being broadcast according to measures of diversity.
I think that's one of the subjects now that economists and
the whole field of economics is dealing with the diversity
of broadcasting:'
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TINKA NOOBE:

But the FCC still spends less than half of its time and
money on television. The FCC is still preponderantly
concerning themselves with radio and what it carries.

B. ALLEN DENN:

All I'm suggesting is that there is a whole new field
that is developing which may become embodied in a regu-
latory agency which might begin and be actually obliged
to see that those people be diverse. Furthermore,.once
they have to be diverse, other kinds of monetary questions
come back into it.

TINKA NOBBE:

I think you will get diversity faster through cable than
you will through the FCC. Ten years from now the country
will be pretty well wired up.

WILLIAM G. DARNELL:

I would like to continue the discussion of content and the
selection mechanism. You started to suggest earlier that
due to the background experienbe and the like of the 6 to 11
year old, content is beginning to play a role in his selec-
tion. Is ,content in terms of what we are trying to communi-
cate? In terms of program format? Or is it that the kid is
responding to animals and people, etc. rather than cartoons,
etc. Is that the kind of content we're discussing?

MARVIN ACK:

I'm not so sure that I can answer that. I'm thinking of
ideational content, for one thing, and conceptual content.
He is becoming more socialized; much more interested in
people generally.

WILLIAM G. DARNELL:

Is it for example, that our 6 to 11 year old audience isn't
there on Saturday afternoon? They just don't happen to be
there at that particular point.

ELAM HERTZLER:

One of the basic elements of programming is that you create
your audience. If you want to put up a radio station that
plays all rock music, you would have an audience that wants
to hear all rock music. If you play classical music, you'll
attract that audience. You put on a show that the kids want
to watch and they will watch it regardless Of whether it's
Saturday afternoon or Monday night.
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WILLIM G. DARNELL:

Remember, though, he is gregarious, socialized, active,
animated and this is his afternoon out. He has been
constrained by the school situation all week long and,
typically, by the home situation in the evenings.
There is your audience gone.

ELAM HERTZLER:

Thirty years ago Saturday morning was the time for
socializing.

WILLIAM G. DARNELL:

Saturday morning for the 6 to 11 year olds is when he is
typically available. It has been proven.

ELAM HERTZLER:

Of course, the medium has been there for a number of years
and he has been conditioned.

WILLIAM C. DARNELL:

Is that the case, or is the medium searching for the time
when he is available and found that this is when he is
there.

RICHARD GIDEON:

In terMsof weighing your audience, you could put on nine
shows in both time periods, and if you put a show for
children on Saturday afternoon, you will not get the
audience.

WILLIAM G. DARNELL:

Audience analysis is multi-level but in terms of measuring
when the audience exists, this is one area where you have
been reasonably successful.

HARRY FRANCIS:

And does it really make a difference?

WILLIAM G. DARNELL:

As to when they are available?

HARRY MANCIS:

No. Someone alluded that we move our programming for
children to Saturday afternoon. What's wrong with doing
it Saturday morning when they are available?
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WILLIAM G. DARNELL

It seems to me as though programming shifts depending on when
the audience is available much more readily than the media
can create a change.

MARVIN ACK:

You're talking about socio-cultural factors that are different
from social economic aims.

PERCY TANNENBAUM:

The kids, after all, feed upon each other. It starts out
that you find when your audience is available, and then the
audience gets conditioned. Sunday afternoon was dead broad-
casting for adults, children and everybody else until along
came professional football on Sunday afternoon, the men
can't be taken away. Did they create their audience? The
audience went to the program. It wasn't available ten years
ago, and suddenly it's all there. Now it's Monday night,
Saturday night. The audience for football was supposed to
be dead but it isn't. Now we have it seven days a week.

ELAM HERTZLER:

If they started showing all the football games on Saturday
morning at nine o'clock, you'd see children's habits change
like crazy. All the Dads would be home Saturday morning and
the kids would be out to play.

PERCY TANNENBAUM:

Whether you're fortunate or unfortunate enough to live on
the west coast, football is at ten o'clock in the morning.
Well, I adapted readily. It took me one Sunday to catch on.

OBSERVER:

In this discussion I think that one thing has been missing
all along; that is, at home the manager of instructional
technology is the parent. I think that a good deal of
attention should he paid to the degree that parents have
control over the situation and their'problems in the
learning process. They control the T.V. set, they buy the
T.V. sets, and I think the industryjis indebted to the
parent in directing a good many of their messages to the
parent instead of the child. A good many times, also,.
not only the child watches these programs, but the parent
does also. And this many have a great bearing on the child's
attention span.

JERRY MC NALLY:

In that point I think it would be foolhardy to put the
best kid show you ever developed opposite the highest rated
soap-opera, because the kid wouldn't have a chance. So we
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learn about a lot of factors in television. It may be a
great program, and those kids may be dying to see it...

PERCY TANNENBAUM:

They have multiple sets, a trend which is increasing ....

JERRY MC NALLY:

Yes, it is increasing, but if there's a color and a black
and white, the chances are they are hooked on color. I

think that's a major concern.

WILLIAM G. DARNELL:

Are there some keowns of that order? Does color overpower
bla :k and white?

PERCY TANNENBAUM:

When of er things are equal. But we are saying that they
are not equal, you see, and then I think that there are
other factors besides color per se that governs the programs.

TINKn NOBBE:

CBS went into color in a great hurry when NBC was doing it.

JACK BOND:

But on the other hand, there's a body of research dating
from 1945 that shows that black and white films were more
effective in teaching instructional concepts, and the thing
that happened very shortly thereafter was that you could
not buy a black and white copy of that instructional film.
I asked one of the film producers why this was and he said,
"Well, we have put an awful lot of money into developing
color films and we sell black and white copy. So we bought
the color film. There have been numbers of recent studies
that have shown that color is confusing, that it adds another
variable; another distractor, to these kinds of things. So
you have to look at the whole economic dynamics of what is
going on to realize that there are a number of decisions
made along the line that cause certain things to be available
or not available.

JERRY MC NALLY:

Television gets beat over the head constantly. There are all
sbrts of articles about not doing the right thing for a group,
whatever the group might be. Then you can turn it around
and .say "stay with the soap operas and get the big numbers
and sell the high ratings", and they get critized. Then you
can also find those that will say, "well, we don't want those
kids to be exposed to certain television programs that you
are going to put on". So you really have a lot of variables.
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One might argue that the soap-operas arc a great educational
experience and that it provides a view of a variety of home
situations and people interaction and points of view. But
am not sure how far I would go with that one.

BERNARD FRILDLANDER:

How else can a kid learn about abortions and nervous break-
downs.

SHELDON FISHER:

With the "Dark Shadows" program last year, the kids were
running home at four o'clock to watch it. It is very
interesting that this show grabbed them. It was a good
horror story, and I don't know why ABC dropped it, unless
the numbers weren't there. But they were reaching the kids
like crazy.

LILLIAN AM3ROSINO:

But only a certain age child. The younger children were
frightened to death by it. The kids would go home and 'they
would turn it on because their older brothers and sisters
thought that it was a lark but the little ones were frightened
to death by it.

MARVIN ACK:

Of twelve three year old children that I am working with at
the moment, three of them are having dreams about the Cookie
Monster on Sesame Street. An adult's idea of violence is
not necessarily perceived as threatening; whereas a Cookie
Monster to an adult is not threatening, to a child it may
be very threatening. Without that degree of psychological
insight, you are not going to understand the'interface with
the child's reaction to a program.

PERCY TANNENBAUM:

But I'm not sure that insight wasn't included in the Cookie
Monster.

LILLIAN AMBROSINO:

This relates to a specific point, I think, and that is
there are certainly times when kids are more likely to be
watching than at other times of the day. We can assume that
most children are in school during certain times of the day.
Therefore, I think it might help commercial broadcasting to
know for example, that the period from say 3 to 6 is likely
to be watched by many children of such and such an age.
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WILLIAM ,G. DARNELL:

But this is an area that an awful lot of money has been
put into. Most of the work to date that has been called
"audience analysis" is based on this kind of work. This
is the Nielsen focus and the ARB focus. We might ask
Mr. Gideon of Blair Television about this. For instance,
place ad spots and the like in terms of the type of pro-
grams that you are going to support. In terms of the
amount of information you have, is it there?

RICHARD GIDEON:

Quantitatively, ves.

MERCY TANNENBAUM:

But. who they are is terms of broad, demographic categories
such as age and sex. Who 'they are in terms of socio-
economic class .i.;;n't too clear because there are a lot
less questions. But in terms of some of the variables
that were raised here about psychological nature, and the
kind of kid who may be susceptible to the Cookie Monster,
and the kind of kid who wouldn't be, that is rarely if ever
included (if, at all, we could tell them how to do it).
So the classifications are very gross broad ones; again,
designed to look at broad audience size.

WILLIAM G. DARNELL:

If we are lacking information and methodology, is it this
finer level of detail that we are looking for, that is,
information on the nature of the audience via something
other than a five character demographic spread?

TINKA NOBBE:

Would you like to hear a little about what the Ford
Foundation is going to be doing in this area? It has to
do with adults, and last spring one of our audience research
consultants brought together a group of communications
researchers who met for two days with us. They came up with
all of the question3 that the Nicleene answer anr we
feel ought to be answered, at least by the selector. We
ought to know more about the selector. That's our focus in
the Office of Public Broadcasting. And so starting this
fall, the Corporation for Public Broadcasting and the Ford
Foundation are going to fund a five-year effort to find the
answers to some of these questions. The effort will be
housed at the Corporation and will involve four cities
the first year, and will work out of the Public Television
stations and work to a maximum of nine. Perhaps you all
would like to be kept informed of this project, or ask
questions about it.
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PAW., ER AN

What is to be determined?

TINKA NOBBE:

Well, the questions are endless. What kind of motivation
does it take to turn to UHP? What's the relationship be-
tween the U and the V? How much do the new stations suffer?
Flow do you explain the phenomenon of the successful stations
such as KQEB and WGBH? Whether a program such as "News Room"
is successful in balance? Is it because of the.lack of good
newspapers? What about the total, communication's milieu
in a community? What are the effects on the community and
its organizations and institutions of having a PTV station
at all? I could go on and on - for example, the Corporation
.wants to find out if public television has a generally posi-
tive effect. You start with a definition of public broad-
casting as the place for alternatives, a place where television
can do its best, and then you work from there.

HARRY FRANCIS:

Are you going to get into program forms? And why people
are attracted to various programming.

TINKA NOME:

Yes, you sec. the Ford Foundation started giving money to
public broadcasting in 1952, and $200 million later nobody
had done one speck of evaluation. We feel that it is
important, not only in terms of "is anyone out there watching ".
We feel that much more can br clone than the Nielsens. The
Nielsens have their place, but more ought to be done. So
with the Corporation, we are preparing to do something.

FRANK FURBUSH:

What are your four cities?

TINKA NOBBE:

We are starting with New York, San Francisco, Washington
and Boston. Tn t-hp 9Prnnri year 11;01:1Q, Chicago, L.A.,
Denver and Jacksonville. That is tentative. The director
hasn't been selected yet.

FRANK FURBUSH:

The big populations first.

TINKA NOBBE:

Yes. Our dollars are limited.

WILLIAM G. DARNELL:

Given the size of the job you're doing.



58 -

We're going to have lunch in the room next door in
twenty minutes. We have come all the way around to
where I'd like to be going into this afternoon. Our
focus is on the mechanism of selection and the ability to
structure programming -- making it selective, or maintaining
attention. Secondly we are focused on technique in terms
of methods of study. We are certainly looking for some-
thing more than.Nielsen and something that does more than
tell us where the audience is. We are now getting down to
the mechanics of the person interacting with that program.
Some of the things that we will, be discussing this after-
noon relate to that. The people who have been doing
experiments along this line will be putting their ideas
out for discussion,. We will spend this afternoon with
that before we go back to a more general "what do you need?"
Plan to get going again at 2 o'clock as we have a lot to
squeeze into three and one half hours this afternoon.
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WILLIAn G. DARN GLL

We have six separate discussions that we want to try to
run through this afternoon. What we are talking to now
arc various.research projects and experiments that have
been conducted by people. Based on what they have done,
they were invited as participants. In every case, in some
way or another, each goes beyond where we are.

Dr. Millard heads the list of individuals, so let's open
with him.

W.ILLI AM rI F7RD:

Thank you Bill. I have been doing audience reactions for
about eighteen years, starting with the Theater Guild and
moving into commercial work with McCann Erickson, then I
worked for. NBC. I am now with USIA.

About a year ago, I guess in the last three years, we have
run 10,000 people through audience sessions of one kind or
another where we have obtained the measure of instanta-
neous response among various dimensions within the college
faculties consisting of large lecture sections. Some of
them in Math, Biology, Psychology, Chemistry and Physics.
This was done under an ARPA grant. The purpose at that .

time was to study what goes on in the large lecture sections
in terms of self-learning, in terms of appraisal of presenta-
tion on the basis of clarity, and in terms of level of interest.
So today in these few minutes/ there are three things that
I would like to say. One, the method exists, the one which
Paul Lazarsfeld developed in 1931 in Vienna, where he suggested
that a student of,his hook up some pins and electric current
when she wanted to find out what people thought of music.. It
was then introduced in 1937 according to the literature over
here, with Frank Stanton and Paul Lazarsfeld. It is still
used at CBS.

Our system is based on the use of a four-point scale. The
original notion was to have a red button and a green button.
In other words, two extremes, middle position which a person
took or they didn't register either red or green dependent
upon the strength of their feelings. After some experimen-
tation it developed that people who were in that neutral
position had feelings, they were leaning in a favorable
direction or leaning in an unfavorable direction or negative
direction and it was possible by using a four-point scale to
tap those. With respect to 6 to 11 year olds, we have done
work from eight years up. Here is a chart and I will pass
it around in a minute. A pre-test done in 1962 of the NBC
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program "flxplorinc)". This is the post-test. The pre-test
showed certain weaknesses in the format and this chart is
the indication of what happened as a result. The four-
point f.tale is someLhing which I wouldn't be surprised if
with some experimentation and practice, six year olds could
handle.

The basic assumption on which this method operates, is an
individual can report along some specific dimension -- how
he feels about what he has seen, how interesting it is, how
clear he feels it is, it may be to say he's learning at the
moment along a specified dimension. There have been sufficient
studies of reliability to indicate it's a reliable instrument
and the validity is unquestioned after these four years of
use. There have been very few occasions when we have reached
the conclusion that the profiles,did not represent what the
groups being tested wqre actually feeling.

The charts which are pregented do not consolidate the four
responses. They are presented separately in summative form.
For example, on the chart you can see the red represents
the percent of audience watching that particular film. The
yellow represents the percent of the portion which said they
were fairly interested. The light blue represents a little
interested, the dark blue no interest. The reason for
summing it is to give an indication of 100 percent. We
have a built in measure if any portion of the group fails
to cooperate, and also to avoid those lines from crossing.
If you get four or five lines crossing, it's hard to make
sense out of it. Here then, is the color-coded instrumen-'
tation as it is presently developed. We use it and forget
it. Students can take notes with one hand and manipulate
this with the other, or whatever. At the moment, of. course,
the responses are computerized to get individual reactions
over time from each individual participating. It makeS it
possible to cumulate audiences; to feed this into the computer;
to select subsamples of the women, the boys, the girls, the
age group we want; whatever is desired. When the Calcount
plotter prints something out it comes out something like this
(demonstrates). It seems to me that the future of analysis
in this area lies in looking at the rather interesting re-
spone pattern which develops. This, device, and others
which you are acquainted with, convert feelings during an
experience into an X-ray of that experience. And this
X-ray will characteristically show certain patterns. We can
see a few of these charts. This one is presented simply to
show the reliability of the same film presented to two
different groups. Here's a pattern which is characteristic
of the presentation of three or four panelists, and whenever
a certain panelist spoke, this is what happened. lie had a
personal appeal or charisma which caused audience response
to rise whenever he spoke. There's a peak of interest here,
there's one here, and one here. The same patterns.

Look at the structure of the film. Dull parts are put in
between, like sandwich filling, the story telling parts
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which were of high interest to the children. This was
done systematically and it had the effect of introducing
the lesson with interest, or closing it out with a high
note, so that they could look forward to the next lesson.
This is the kind of information that becomes visible when
one looks at the pattern of audience response with a cer-
tain kind of presentation.

This is an old chart based on the Chrysler sponsored
program, which has almost a perfect pattern for television.
It starts with a sharp rise in interest, it drops off
briefly, it builds steadily back to a climax with a center
middle commercial (and you have no idea how a commercial
kills interest in a television program). At least they
use.to. These days I don't notice that. And then it
begins to build again here, and climbs to a climax of interest
hero. You have probably seen the theoretical burst developed
in books on play writing. Well, it's possible, occasionally,
to find something that comes very close to that. Here is a
public health service film which also conies very close to an
ideal pattern. There are "ups" and "downs" which are part
of the creative process, but within an even higher rank.
The final scene climbs back to a point which is higher. That
is a very nice pattern. It doesn't often happen. Learning
modules, the three-minute or five-minute packages referred
to this morning, can be tested. These happen to be 60 second
commercials, but you can see that on an instant-by-instant
response measure it is possible to get an indication within
fairly limited periods of time where the reaction of indivi-
duals differ. Here is another example where differences in
treatment are reflected in audience response(shows pattern on
space, animated).

WILLIAM G. DARNELL:

Who would be the audience for these short tapes?

WILLIAM MILLARD:

In this particular case, it was an audience which ranged
in age from 16 up. And as I say, it's possible to break
down the sub-groups. Here is a pattern of a film which
as you see builds nicely here, drops off a little too much
there. This was about San Francisco (describes the tape).
Before different groups a similar pattern was obtained.
You will notice they are two very different audiences, and
yet the overall pattern was the same.

This recent classroom project measured clarity for an art
club. The measures were "very clear", "fairly cleat ",
slightly clear", and "not clear at all". I hope that the
day comes when professors of technology exist, who can look
at this kind of information as it is happening and adjust
teaching style accordingly. In terms of felt learning
this is disastrous. This is one of those courses which
everyone at the university is required to take unless you
are maybe playing football, but otherwise you're supposed
to be in. The feeling of learning something decreases
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rather than increascs.

This is also a very rare chart. Red, as before, represents
the percent of students very interested in the lecture.
You can guess what it was about -- Psychology and Freud.
They were introducing his point of view, in this particular
lecture, and the students were tremendously interested.
Now in conjunction with the instantaneous response device,
this does not measure comprehension or real learning. It
can measure subjective evaluative reports of learning, so
it must be supplemented with other forms of measure before
and after, and any good research design will fill those in.
But the notion of looking at patterns -- for example, there
are two professors who lecture to the same group at the
University of Texas. One of them characteristically had a
pattern of a sharp rise and then a gradual drift off, a sharp
rise and then a gradual drift off. The other had just the
opposite pattern. He would built, make a point, the curve
would drop slightly, and he would build again slowly, and
then the curve would drop sharply. One is an anecdotal
approach and the other is a more expository approach. Which
is best?

WILLIAM G. DARNELL:

I was going to ask. You made reference earlier, Bill, to
ideal patterns. I wondered what the base of that comment
was?

WILLIAM MILLARD:

There are two bases for that comment. In the field of the
theater it is based on the thinking of those men who have
been involved in theater and written books about drama,
theater in the last five years, that interest should build
and fall, build and fall and the final scene should be one
of highest intensity. We'll assume that this is a "gut"
feeling they have. The other basis for it is the correla-
tion between patterns which tend to build like this and
retrospective appraisal of the experience as a whole.
What somebody earlier called "integrated appraisal", where
they sort of look back at the whole experience. However,
it may be that in the panel, for example, there is no ideal
that I know of. I'm not sure at all that in a lecture there
should be expected any kind of building. The whole field
is open for exploration really.

JERRY MG NALLY:

Has anything been done with younger children that has been
repeated over a period of time, to get a comparison over
that period of time? Wp know in television for instance,
that children like to see certain things ten and 12 times,
better than one time.
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WILLIAM MILIARD:

Lately, what has been developed commercially is what is
called the "torture chamber test". I don't have any of
the charts along, but it's where a group is assembled and
held for two hours watching the same 12 to 15 commercials
over and over again. These have to exude some very fine
pieces of art and they do. What develops is that some-
times the firbt time and the second time through two
commercialS for the same product will hold at the same
average interest level and will have fairly good pattern.
The next four times we'll see a fall-off in the pattern
and tremendous increase in the percent that are not at
all interesteJ. Within six viewing periods, the commercial
is dead and dull, even though at first it held interest,
whereas a companion piece will continue to maintain interest
and pattern will fall only slightly. The Marlboro commer-
cials were'beautiful examples of the wedding of music and
photography. The Schlitz people, if I may say so, had
commercials that were very interesting the first time and
then the audience interest plummeted. The Kellogg people
have used humor in a commercial to hold interest very well
and used human interest in a companion piece where the
bottom fell out. But this notion of exposing frequently
is a very sensible . . . .

WILLIAM G. DARNELL:

One last question. The data we saw here were taken from
16 year olds and up. You mentioned that you worked down
as low as eight. In terms of our target which is 6 to 11
year olds, what kinds of experience have you had in terms
of these manipulative kinds of devices?

WILLIAM MILLARD:

It worked for the eight to 11 year olds. I would also like
to add one thing. A device has been developed now for
doing this in the home.

WILLIAM G. DARNELL:

Dr. Bond and Mr. Spaid have been doing research, some of
which is related to the kind of work that Ed Palmer has
been doing in the distractor analysis. As they run through
their experiences they will try to draw some differences with
what they are doing and what Ed has been doing since Ed is
not yet here to represent himself.

JOSIH SPAID:

I want to tell you.about the so-called computer based project
for the evaluationbf media in the handicapped. This is
located in Syracuse at the public schools. It is a direct
outgrowth of a bill passed by Congres8 that provided materials
and the media services and caption films for the deaf branch
of the U.S. Office of Education to be made available to all
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handicapped children. As far as we are concerned, our test
population Li emotionally disturbed kids from 6 to 12 years
old of "normal intelligence". The-second group is educable
mentally retarded children from G to 16 years of age with an
IQ range of 50 to 75. These children are students in the
special education classes in the Syracuse school district.

The major objective of our project is to develop and test
an evaluation system or model, if you will, which will
facilitate media and matnrials evaluation for all areas of
the handicapped. We feel that the uniqueness of our project
lies in the fact that children's responses to the media are
our major source of evaluative information. We develop test
items for each piece of media based upon whatever that media
is, be it a film, filmstrip, film loop or whatever. We
collect data from a population of these special education
kids in the school district via what we call, or what General
Electric calls, the Student Response System. Later on, may-
be tomorrow when we have more time, I have a film to show
what the student Response System is all about. But,at any
rate, what this system does is provide us with instantaneous
feedback of group or individual responses. We use a single
teletypewriter terminal to punch a summary paper tape that
inputs directly into the computer for analysis of the data.

The second form of data. that we collect on each piece of media
is the attended behavior information. In our case, we have
two graduate assistants on a projects staff that are assigned
to record the attending behavior of students right in the
classroom where the media is being shown. The graduate
assistants sit at the front of the room equipped with stop-,
watches and record the number of students out of the five
who are watching or not watching the media. This is done
every 10 seconds. This raw data collected in the classroom
situation is brought back into our office and punched up on
the teletypewriter transmission to our computer. What we
get out is an attending behavior graph which you have an
example of on page 5 of yoF handout. This graph will show
the percent that are attending to the given media on a 10
second interval basis. Jack will go into detail here
shortly about that form.

Additionally, at this stage of the project we have done some
preliminary research to interpret the possible relationship
between pre- post- test game scores and the peaks and valleys
that you see out in front of you. That's why we've gone to
the trouble to isolate what concept is being discussed in
the film at that particular point.

We have four trials that are involved in the collection of
this kind of data that I have described. In the first trial,
you use two classrooms of retarded children and one classroom
with emotionally disturbed students. They run anywhere from
10 to 15 students in these classes. At the present time,
we have established the crite:-ion of acceptable attending
behavior. There is no magic about it, but it seems to us
that acceptable attendance is 75% of the children attending
to the media 90% of the time. If' you want to figure it out
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arithiiet.ically it comes out to about 67.5%. If this
criterion of acceptable attending is not attained during
this first trial, then we never write pro-test items for
this media. We're handling an enormous amount of film
sent to us by the U.S. Office of Education, Bureau of the"
Handicapped. In other words, this trial is simply a screening
device for us. Now, if the attending criterion are met in
the first; trial, than of course we write the first item and
the media goes into our second trial.

The objective of trial number two is to filter out questions
that we have written but do not meet our criterion of accep-
tability. That criterion, in our case, for acceptable gain
on a given test item, is 20 gain from pre- to post-test.*
We can talk more about that later. Conversely, if 80% of
the kids get an item correct on the pre-,test, then the item
is dropped because obviously ,they have prior knowledge with-
out being exposed to the message in the film, or the media,
or whatever it is. Okay, so our sample test population that
is utilized in trial number two is one class of primary age,
kids from 6 to 8 years of age, handicapped, and one class
of intermediate age kids 9 to 12 years of age, and one class
of junior high kids,' age 15 to 16.

Let me go on into trial three where we bus three classes
into our center and expose them to the media and give a
post-test only. (We develop pro- post-test baseline data
by administering the pre -test to separate groups of kids
who have the same age and handicap.) Now the objective of
trial number three is to evaluate the media itself by
examining all 5 of our data bases. Among those five we
have the test items that have met the project's criteria
of acceptability; the attending profit data; there is
something that we call "subjective comments" of the project
staff; and then, teacher comments after having used parti-
cular pieces.. Based upon the examination of these 5 data
bases we then write a report describing what the data shows
including the questions to be used with a.particular age and
handicapped group. Then we send this media into our 4th
trial. The objeetive of this trial is to verify that our
findings from trial number three hold up in an actual
teacher-managed and run classroom. That is, the media in
this trial that has met the project attending behavior
criteria and now have validated questions for the preceding
trial, is sent out to 37 special education teachers in the
school district where we administer a post-test. Now the
purpose here of course is to verify the previous objectives
and uses of this film in the preceding trial.

This is a brief description of what goes on. We have a
number of feelings so far in this project and they are
that media has an effect on viewers; tha ,many of these
effects are measural)le, discernable and ,4levant; and
instructional uses almost preclude the specification of
goals and objectives and ways to measure these in addition
to the media. That is, the film must be made for objectives,
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not the reverse as is now the case. We get these films
in as an existing piece of media and we're confronted with
trying to figure out what the objectives of this film are.
In other words we are doing it backwards. Finally, viewers
have many kinds of responses to a given showing, and Jack
will cover some of the specific methods of measurement in
this area.

JACK BOND:

I'd like to refer you to pages 52 to 56 of our stuff in your
black binder. This is a rather detailed description of the
attention behavior observation. Another term that describes
this same phenomena is the "distracter analysis" that Ed
Palmer developed in teaching research in Oregon and has
since applied in°Sesame Street': I don't know how much detail
you want. It is all here and I don't want to insult your
intelligence,' but I would like to point out someAef the
differences in this particular data collection from that.of
Palmer's distractor analysis. Palmer essentially used a
seven-second interval because that is how he could set the
Kodak Carousel to automatically change. He set up a dis-
tractor alongside the television set, a rear projection
screen of precisely the same site, and he had a series of
slides thatwere projected over and over again a seven-
second interval. He had an observer that was positioned
in a way in which they could observe the eye of the youngster
as he watched the T.V. program. At any time that his eyes
changed from the T.V. set and went to the distractor, this
was recorded. Now the precise observation was made at
every slide change to see if the actual change of the visual
distracted the youngster as well as what was in that visual
itself.

We do not set up a distracter as such for two reasons. One
is establishing just what a "distractor" is when showing
a film in a classroom; and the second reason is, what kind
of a distractor can you put in a classroom that will dis-
tract when things are already going on? We believe that
whatever is going on in that classroom is distracting, so
we.decided to see when they were watching the media and when
they were not. We went through a number of developmental
areas here trying to watch all the kids and make some kind
of systematic determination as to what each kid was doing
and the like down to the point of selecting an arbitrary
sample of five youngsters which were easily observed at 10
second intervals. We have some further feelings about this
observation at 10 second intervals. There are probably
places in a film where you ought to up this to every second
or every two seconds. There are other places and other films
where you could let it go 30 seconds and obtain the same data.
But you really don't know that until you take a sample some-
where.



- 67

The second major difference between distractor analysis
and what wo are doing here is that the "distradtor" set
up was a strange room to the youngsters. These youngsters
were brought into a room where the machinery was already
set up. We go to a classroom and set up a film as though
the teacher was going to show it, and then obtain our
attention from that particular mode of operation. Other
than that, the technique of getting the material is pretty
much the same. Palmer has used'small groups of youngsters
and individual youngsters. We have picked a group mode
simply because it was easier for us to manage and that is
what is available.

We have several studies underway to look at certain thing's
such as observer reliability and the like. These are
pressures that are really on us by the outside world from
the standpoint of, "well we don't think one observer is
giving you reliable information." We have observed the
same youngster with four or five of us in the claSsroom
and the like, and we find the observer reliability up around
.95, which is quite high in discerning whether or not the
child has his eyeballs on the screen or not. Now there is
a degree of error there as to whether this is in fact the
measure of whether he is attending. We defined it that way,
that he is, whatever error is in that definition is the
measure itself.

CLARENCE POGELSTROM:

Jack, you mentioned that what you are evaluating comes from
the Bureau of the 'Handicapped. Are these materials from
Project Life, for example, or would it also include the
evaluation materials produced commercially?

JACK BOND:

These are mainly commercially produced films that have been
captioned and are in the library for Deaf Education. We
have had randomly selected materials to start on, but they
are from the funding agency, essentially, who said "we
want to know something about these materials?" So we had a
marriage and moved in that direction. We are evaluating
Pro pct I4fe material and any other materials that come
before us.

CLARENCE FOGELSTROM:

Do you find any great differences in the evaluation between
the medium of the media? In other words, whether it is ,a
transparency or 8 millimeter or 16 millimeter?

JACK BOND:

We haven't gotten to the point where we can make that kind
of comparison in terms of a generalization. We have some



comparable things. For example, we have filmstrips that
were developed as companion sets for 16 millimeter films,
these kinds of things. We haven't made the comparisons
as to which is better

WILLIAM G. DARNELL:

Did you mention that you ran sonic non-deaf students through,
or were they all deaf students?

JACK BOND:

No, our students are not deaf and the sound component is
there, it's just not used when it's used in deaf education.

JERRY MC NALLY:

I think you should make the point that the films were
designed for general use before and captioned later for
the handicapped.

WILLIAM G. DARNELL:

I was just wondering whether or not you were picking up
differences in attending patterns among yourdeaf students
versus your non-deaf students where maybe the attending
behaviors were still exactly the same level except one is
attending to the mode of the audio at that particular point
and bored with the visual, but yet still attending to the
program as far as attending is concerned.

PERCY TANNENBAUM:

JACK BOND:

There's no distracting material introduced, am I right?

Other than that, what would normally be in the classroom.
There is no designed distractor.

HARRY rRANCIS:

JACK BOND:

So you have no control over the distractor.

We're assuming that they arc normal distractions that would
happen, such as a fire drill, the teacher walking into the
room, etc. I think you could really sum up that our concerns
fall in the broad areas. First is our concern with kids as
an audience in terms of what they are being presented, how
are they responding to this, and how can we get information
about what they respond to. These are our major concerns.
Take that film on bees. We really get to looking at it,
and you ask kids about bees after they have seen.it and they
say they don't know anything about bees. But they can tell



you about the pretty girl and the other things that were
in the film. Yet, it was purported to be a film on bees
and these are the kinds of things that we are finding.
I think this was brought up a little bit earlier this
morning, that what we as adults perceive to be isn't
always "true" when you really get down to asking the kids
about it.

B. ALLEN BENN:

JACK BOND:

Have you done any studies with screen size?

I did some studies about 10 years ago with screen size and
rear projection screen size out in Oregon. In one sense
we found the smaller screens really worked better. We
perceived the reason to be that the person was further
removed from the situation and the image was clearer and
darker. So screen size could be a factor.

WILLIAM G. DARNELL:

Are there any questions?

COLIN MacANDREW:

I was wondering if either you or Dr. Millard had discovered
whether continuous attention was either desirable or obtain-
able, or is the aim to get a specific pattern of attention.
What are the parameters, if that is the case?

JACK BOND:

We have some chart that fill the thing up to nearly 100%
attention all the way through he film. In some cases, we
are rather suspicious of this knowing that the attention
of youngsters wanes a bit which means you should get some
wobble in your graph. However, I have noticed a number of
patterns in younger children that go on about a five minute
cycle. But that is about the maximum and then you will see
a drop from a younger group of kids somewhere between three
and five minutes as you go through the film. You will see
a pattern there which leads me to believe that this is
probably related to the kind of attention/inattention cycle.
You take junior high youngsters in this school up to around
seven to 10 minutes but you get the same kind of repetitive
kind of dip and it doesn't seem to matter what is in the film
at that particular point. We realize there are probably
three variables in observation. We are now designing some
studies to begin to see if we can't sort them out. The
observer variable we are trying to control by using multiple
observers. There is the actual student variable, and to a
certain extent this is a discrepancy in the definition of
attention. He might be non-attending visually or resting
his eyes but still attendihg auditorially or just retaining
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what. he perceives 7-this is a scone of a. guy walking down
the road -- so he just non-- attends until out of the corner
of his eye he sees the scone changing and he comes back to
it. There are factors We haven't gotten into from the stand-
point of a technique to get down to the specific details
about the audience response. We do find that we get different
effects from films. There are films that have low attention,
high attention, or va:iable attention.

WILLIAM G. DARNELL:

Do you have varying group patterns? You have ten indivi-
dual kids in a room observing the film pattern, observing
the patterns . . .

JACK BOND:

We have not taken the individual kid and noted their
individual pattern and made a profile for each youngster.
It has been a group profile with one observer for five
children.

CLARENCE FOGELSTROM:

You have three variables. You talk about the observer,
the child --

JACK UOND:

And the media itself.

WILLIAM G. DARNELL:

Okay, we have run over 30 minutes. Dr. Katz, how do you
want to do this?

HAROLD KATZ:

I would like to turn over the entire portion to Gordon
Herring to demonstrate the video tape.

GORDON HERRING:

I have a video tape that shows some of the equipment. that
Hal discussed this morning in action. I'm with the
Telecable Corporation. We are building in Overland Park,
Kansas a CATV plant. It has two-way capabilities as Hal
described earlier this morning. It is one of about three
systems in the nation that has this capability and we are
doing some of the more extensive tests of two-way technology
using Vicom gear. The areas that we selected are homebound
education, opinion polling, shop -at -home experimenting and
fire and burglar alarm experimenting. Probably the two
that would be of more interest today would be the homebound
education and opinion pole. The reason we selected home-
bound was because the need existed without the necessity
to have terminals in every home throughout the community.
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So we wont to the special education department of the
school district and they supplied us with teachers that
have been working with several homebound students for a
number of years. The two students that we have also are
having their education done by cable and the teacher comes
to our office in Overland Park. It could be in her own
home or in the classroom or wherever she so desires, pro-
vided that she is connected to the cable. The students
that were chosen are multiple handicapped students, both
of them having had a series of brain operations. The
boy, Jeff Herbert, is 17 years old and has had five brain
operations, lie has limited control of his hands and very
poor eye sight. The girl, Barbara Winsel, is 18 years old
and she has been out of school for three years. She also
has the same problems as Jeff has. As I mentioned, the
reason we chose this was because of the need that exists
today. Some of the comments made earlier about the
educatOr being able to use technology that is on the
forefront such as this, is very appropriate, I feel. I

noticed in my workings with some of the educators at the
secondary level that there was a great reluctance to use
this type of medium. Until you can fully reach the point
where you can reduce some of these fears, after you have
them involved, then the fears will reduce and really en-'
courage creativity as the teacher will bring the point
up again in the tape. Without further discussion I will
just let you see. This tape was actually taken from a
classroom session. (The tape is shown. It describes the
mechanics of student/teacher interaction and a commen-
tary by the teach':' on the effectiveness of the system.)
That tells you how one educator's attitude changed in
about two weeks. It was really interesting to watch her
because she was very reluctant before she started with it.
Within one day, it was hard to get her away from the
equipment and she was anxious to get more students on.'
And this is the worst case situation because the students
are very, very handicapped. It has also been interesting
to watch the change in the students.

So even though there are a lot of technologies around now
(such as video tape recorders in the school systems that
some educators seem not to know how to use, and new
mediumsthat are much more flexible), I think they stimulate
the imagination more than they should. We'll get to the
questions in a minute but since we got into the discussion
of commercials and so forth, I think I should show you in
a very brief second how shopping at home can be done, as a
way to measure a response to a commercial immediately.
(More film on shopping at home by cable television set up.)
I think you get the idea, and we are running a little short
on time.

The otl-ker application that we are using is an opinion poll
where a mayor and public officials come on and request that
everyone in the community enter into their terminal and
vote on a particular topic. It could also be used to get
an immediate reaction to a particular commercial, using
whatever format you choose from anywhere in the community.
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Thi:; gives you an idea of what we are working on at
Ovetland Park. We kicked it off the first of July and
we are learning a lot. 1 think it is a new medium that
a lot of us can find an application for if you start
using your imagination. We'll open it up for discussion.

HARRY FRANCIS:

How many children do you have, just the two?

GORDON HERRIG:

We have the two home right now. In Overland Park, as city
of 35,000, we have 200 such students. We are planning on
putting all of them on eventually.,

HARRY FRANCIS:

Will one teacher be able to handle all 200?

GORDON HERRING:

No, five students -- these are severely handicapped. This
teacher feels that she can handle 30 or 40 in a classroom
situation. You see, it wouldn't be limited to the format
you see on the screen. You could have it teletyped -- it
would print out whatever way you want to do it. You could
do it by exception -- just print out all the wrong answers
to the student and she could go back and work with them
individually, or a device such as the one displayed this
afternoon could be put in and you could have the unit give
a running conunentary while the teacher is teaching, of
whether or not he is understanding the material. This way
you could extend it to well beyond 30 students.

WILLIAM G. DARNELL:

Are you locked to one visual throughout the system?

GORDON HERRING:

The way it is set up right now, there is only .one video.
channel, but it could have several video channels so that
with several sets, the teacher would be able to see two or
three .students. This again eats up the band -- even the
cable is limited after a certain point. It can be done to
be observational.

WILLIAM G. DARNELL:

In terms of gathering the information, should it be largely
in the digital form?

GORDON HERRING:

It could be observational, also.
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HAROLD 1;,WX:

Yes. We will discuss how we integrate those techniques for
measurement in much more detail tomorrow.

BERNARD VIOHDLANDER:

I have two serious questions and a jocular one. The serious
question: Do you think that the acquisition of the skill of
manipulating the terminals for the child at home represents
a substantial problem as you get lower in age range?

GORDON HLRRING:

No. We have had several young kids come out to our office
and children as young as 6 and 7 have the inquisitiveness to
come up and play with it, and they have been taught how to
use the terminal. I taught Jeff, for example how to use
the terminal in about 10 minutes.

BERNARD FRIEDLANDER:

Second question: Is the cost factor sufficient to be taken
into account at this juncture, bearing in mind the experignee
is due to the computer assisted instruction -- which never
proliferated out, and probably won't because it costs too
much?

CORDON HLRRING:

To equate this to CAI is not a good analogy. They are two
different animals completely. Humans are more involved
here. We could provide Computer Aided Instruction with itf. .

BERNARD FRIEDLANDER:

What are the costs? How much did it cost to wire up Jeff?
When you wire up all 200, how much will it be per kid?

GORDON HERRING:

If you put a camera in each home, which you wouldn't have
to do, it would be around $250 per household.

BERNARD FRIEDLANDER:

YOU mean a terminal and a camera?

HAROLD KPTZ:

No, just the camera. This goes with large volume. You
would get a Videcon camera for about $125 that would'do an
adequate job. You don't need studio quality.



- 74 -

DERNARO PRIXDLANDER:

What about the terminal and the central office stuff?

GORDON HERRING:

I thought you were speaking incrementally. The CITCO hub
costs wash as you get more terminals, and the terminal
cost, Dr. Katz tells us, will be in the range of $150 per
terminal. So with Computer Aided Instruction there is much
more computer capacity needed and the central station costs
do become significant at that application.

HAROLD KATZ:

That's a significant difference. The little mini-computer
we showed this morning, which controlled the system costs
a little less than $20,000.

HARRY FR1U

And that would handle all 200 installations?

HAROLD KATZ:

It will handle thousands - 30,000. You now need access to
a much more complex computer with computer assisted instruc-
tion.

BERNARD FRIEDLANDER:

Now the jocular question: If you ordered the wheelbarrow
from SearS and they sent you the lawn mower, can you
electronically send it back?

GORDON HERRING:

We're working on that.

HARRY FRANCIS:

Does your system have the capability of handling remote
pan, tilt, zoom?

HAROLD YATZ:

Yes. The computer sends out an address to the terminal;
each terminal then sends a command word and that command
word can be used either to turn on the microphone, turn
on the camera, tilt the camera, etc. You can use it as
a control word.

HARRY FRANCIS:

But the camera would still have to be controlled from the
remote site. Could you control the camera from your
central distribution point?
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HAROLD KATZ:

You can command the camera to move left, or right. Tilt,
zoom and pan can be inc]uded. It is not at the present
time, but it can.

JERRY MC NALLY:

Would that take another channel?

HAROLD KATZ:

No. All the visual information is on one channel. Every-
thing you saw on the screen, all the inputs to the keyboard
are on a single channel. The thing is that the byte rate
is so high. Thousands of terminals receive commands and
give back information.

CARL BECKMAN: (Observer)

Whit is this going to cost the school system per student to
utilize?

HAROLD KATZ:

Nothing. *Well, they purchased the camera and purchased
the terminal then there is a cost of roughly $350 per
installation. But it could be on a lease basis. You see,
what will happen at we get more and more applications is
that people will pay forYthe time only that they use the
terminal, not the terminal itself. Just like a telephone,
you don't pay the telephone company for the handset, you
pay them a fee everytime you use it. Eventually, it has
to get into a large number of applications.

CARL BECKMAN:

Over the course of a year it will cost the school system
how much? Some school systems figure $700 per year, per
student. What I'm trying to find out is, is it as expen-
sive, less expensive . . .?

HAROLD KATZ:

We don't have all the data in right now. The general
conclusion we seem to have now is that one teacher teaching
a group of students considerably decreases the cost of what
they had before. They were paying something like $100 per
month per student for someone to come into the home and
teach the child. So at $100 per month, that's $1,200 per
year on that one student, and that is only two or three
hours a week of teaching. So the costs are cut dramati-
cally from what it is costing them now.
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WILLIAM G. DARNUL:

We'll turn it over now to Dr. Ekman who will- be talking
in terms&of alternative measures. It's a slightly different
approach than we've been taking but it ties in to where we
would like to go for the rest of the afternoon. Paul, I
would like you to take the floor.

PAUL rKMAN:

I am interested in the human face and particularly the
movements of the facial muscles rather than the permanent
structural features. Most of my research has been with
the facial muscular movements as related to emotion. The
emphasis has been on both normal and pathological indiyi-
duals, .I guess in about eight cultures, rather than children
and interactive situations. I want to say just a few words
about the results of those studies which provide the basis
for the one study I just recently conducted on children'S
facial response to televised violence which I'll then
.describe..

By and large we have proven that Darwin was right in his
expression of emotions book which, unlike his evaluation
book, has paradoxically been largely ignored within behavioral
and biological sciences up until the last decade. He said
there were a set of facial muscular movements which were
related distinctively to emotional states and were really
the same for all humans. We think we have some fairly Solid
evidence now for establishing the universality of facial
muscular movements related to six or seven emotions that we
studied in all the cultures we've looked at. These muscular
movements are easy to see; not too hard to measure; and,
most people can recognize them if they pay attention. There
is one complication, and that is that the face is a complex
-map. It can and typically does display at the same time
more than one emotion, and that blend of emotions is what
seems to confuse most.people. But with a little training,
that is not much of an obstacle. Paradoxically, the face
can also be masked or disguised through habit or purposeful
intention. We can control facial muscular movements, and
if you care to spend the time and effort, there are ways to
get beneath the mask and find out what it is that is being
disguised.

Now, why should one be looking at emotion in regard to some-
thing like television programming in general, or television
violence specifically? Dcesumably, emotional experience is
important to the viewer. Perhaps the people in part look
at television material because of the emotional experience
they get. Presumably, emotional experience is relevant to
learning in a variety of complex ways. I don't believe that
it is as simple a s saying people learn only when._ interested;
or that people watch television in order to be happy. But
I think that emotions are the primary motivators in man. I

think man and child are interested in a variety of emotional
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experiences. Negative affective arousals are often sought,
and not just on the roller-coaster. The experience of
different negative affects can be exciting.

Excitement is one of the °Motions, but we have emotions
about emotions. We can, when afraid, become excited. We
can also become more afraid and terrified and that is not a
motivator to continue the activity which has aroused fear.
But excitment can be quite motivating. People are interested
and do, apparently, derive pleasure from the reduction of
negative affects. People "feel so good when it's over" type
of business. And I think that people differ considerably in
terms of which affects they most. enjoy. Some people are
really hot for nostalgia; others fear, temper, anger,
irritation. Certainly in terms of looking at television
material, both educative and others. I. think one wants or
should -consider the emotional response of the viewer in
terms of the nature of the learning process, ip terms of
entertainment, and in terms of trying to undelitand subse-
quent behavior. That is the particular prob46M we are
interested in; that is, trying to relate an input of violence
to subsequent behavior whether it is aggressive or altruistic
behavior.

Why look at the face? Why not get other measures of emotion?
There are a number of reasons why one would want to look at
the face. Our research shows that it is quite differentiated,
quite fine-grained information. You can.get moment-to-moment
sequential information. Often the subject can't verbalize
the emotonal experience. Many people, young people, not
just children, have difficulty describing how they feel. And
yet, I think you can see quite clearly on their face. Some-
times the observer could describe it for them, but you don't
want to interfere with the input process. You don't want to
ask them. You don't want to make them self-conscious. You
don't want to interrupt their,business. Sometimes the
person could tell you, but they don't want to tell you. The
emotional experience is embarrassing, or for 'some other reason
they don't want to reveal it.

There are basically two broad methods for measuring facial
behavior. One is to measure the movement of the facial
muscles. You can do this off a video tape or film of
facial behavior. It is not so easy to do it if you put
electrodes into the face, because the muscles overlap and
you can't easily distinguish the action of the muscle group
from the other. That's not too difficult from the surface
appearance of the face, and in my laboratory they developed
a method for measuring facial muscular movement from film
or video-tape. There is another considerably cheaper method,
but it. provides considerably grosser data. This method uses
groups of observers who are shown segments of facial behavior
at a fraction of a second, 10 or 20 seconds, whatever your
design dictates, and asks them to make



- 78.-

judgments on grading scales of emotion. It is possible
to get, and typically so, quite high agreement. Then you
could use the aggregate judgment of groups of observers on
a set of emotion scales. The limitation here is that you
don't get a moment-by-moment information. You get infor-
mation aggregated over a period of time and you don't get
to look at the emotion sequences.

I am talking about emotion. I am not thinking in terms of
general arousal, nor am I thinking in terms iof simply a
dimension of whether something is pleasant or not pleasant.
I am, thinking instead of specific emotions such as anger,
fear, surprise, disgust, sadness, happiness, interest, and
an experiment which I will now describe.

In the experiment we found these very specific emotions
predicted different types of behavior in a child subse-
quent to viewing violence. It is a study which is designed
as a feasibility study, and moreover, the facial response
doeS predict fairly well, as least for our boys, what they
will do afterwards. The subjects were 5 and 6 year olds
- 30 boys and 35 girls and they were taken through three
phaSes of an experiment. Each child watched television
alone for six and one half minutes. The children thought
they were watching television just to kill timewhile they
waited to play a game. They saw two short commercials, then
a three and one half minute segment from a regular television
program, followed by a third commercial. Half of these
children saw a program segment that included .a chase, a
shooting, a death scene, and a fist fight, unedited from
the first three and one half minutes from an "Untouchables"
program. The other half watched a sequence.which we tried
to match in terms of interest, competitiveness and activity
but without violence or the threat of violence -- a sports
event, a track meet. While the children watched the program,
unbeknownst to them we taped their facial behavior.

After the six and one half minutes were up each child was
taken into another room where an apparatus was explained- to
them. The apparatus displayed a green "help button-and a red
"hurt" button. A child was told that there was another
child in the next room who was playing a game that was
attached to the apparatus. If they pressed the green button,
it would help the other child win his game, and if they
pressed the red button, it would hurt the other child by
making the handle hot and burning the child's hand. We had
some evidence to believe that children not only understood,
but believed that there really was another child. Some of
their facial expressions while they are attempting to burn
the child was rather persuasive to view.

Finally, each child was taken into a playroom modeled after
a Vandura situation where there were aggressive and non-
aggressive' toys, and they were rated by two observers in
terms of aggressive play.

In this study, which was done much too quickly in terms of



trying to get results, we used the second method, not the
first; that is, we took segments of their facial behavior
and showed them to groups of naive observers who didn't
know what the child was viewing. The observers rated the
child 'on some 11 scales of emotion. They were given 20
second segments. Each child was rated three times, bet
no one observer saw a single child more than once. So we
had to use quite a large pool. In all, several different
emotions were relevant to predicting subsequent behavior.
Pleasantness, happiness, interest, involvement, arousal,
anger, pain, sadness and surprise were each significantly
correlated with at least one type of post viewing behavior.
For example, pleasantness -- now the results I am reporting
are just on the boys, not on the girls. Our results on the
girls are strange. Pleasantness predicted not hurting,
correlation about .60. Happiness ratings also predicted
hurting behavior but it also predicted aggressive play.
If the child looked happy or pleasant, that is correlated
with using the "hurt" button more often. That is while
they are viewing violence. Similarly, if the child looked
happy when viewing violence, that is correlated, I think
that is point 5, with aggressiveness and subsequent play.
If the child shoWed unpleasantness, that was correlated with
helping behavior; showing sadness is correlated with helping
behavior; not showing sadness, with hurting behavior.

The interest and arousal scale were correlated with latency.
That is, the more interested or the more aroused the child
as manifested in the face, earlier in the sequence of trials
did they attempt to hurt the other child. The more interested
they are, the less helping behavior they engage in. I should
say that helping and hurting behavior. are independent of each
other statistically; that is, you cannot predict the amount
of helping when the amount of hurting correlation is .2. It
is not a significant sample. But you can predict helping
from hurting behavior from the immediate facial response
when viewing violence.

The last measure I'll report to you is pain. A child who
shows pain in his face when someone is getting killed --
this worked only in the killing sequence, not in the fighting
sequence. If the child shows pain, then he engages in helping
behavior. And that correlation is also about .6.

Now, if you put these into a multiple regressiont we can
account for 75% of the variance in subsequent behavior, so
it is not a modest relationship. Again, the immediate
facial response shown while witnessing violence does account
for really the majority of the variance and subsequent be--
havior.

I really only have two or three more points to make. One of
these is that by and large, if you examine the data, you can
classify our boys into one of two groups. Those who respond
with interest, arousal, happiness, pleasantness and without
sadness and pain or fear, apparently, enjoy the violence. For
those who show the opposite reaction, you get sadness, pain
and fear and little evidence of happiness and pleasantness.
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. .

There is about an equal number of each. That's very
interesting to us, and of course that division predicts
whether they engage in aggressive or altruistic behavior.
Is that stable or not? Will the same child who looks happy,
when witnessing another violent program, also look happy?
Is this really a product of the temporary set of the child,
the mood? Some kind of unknown event? Or isthis a stable
characteristic of the child which is associated with social-
ization, parental attitudes, whatever. We only have the
barest hint, because we did not know whether we'd get any-
thing in the first place. So we dirIn't get much data on
the children's backgrounds. But we have a relationship
with parental attitudes on discipline. And that suggests. to
us that we may be looking at a fairly stable phenomena. We
think that's probably socially important, and I would say
at: least, that our results strongly suggest that you cannot
make simple generalizationsabout the impact of input like a
violent program. You have to consider the viewer, and the
viewer's emotional response.

Now in terms of the general utility of these measures of
facial behavior, will they predict? How will they relate
to the amount of information learned, the preferences, the
consumer' behavior? As far as I know, these are all unknowns.
I do believe that this is the first study that used the
immediate facial response of the viewer in an attempt to
predict subsequent behavior.

There are some problems with the measures; they are not cheap;
they are costly. Second, they only tell you about emotion,
They don't tell about other things. They may be very related
to other things, but they are measures of emotion, not mea-
sures of thought or information gained.

The last is, it can be inhibitive, that 4s, we have every
reason to believe from studies of adults 'shat if the viewer
knows that you are analyzing his facial response, then he
may well control his facial response to increase the cost
of your analysis ten or twenty fold. That is, you will
have. to do extraordinary work then to get it out. It can
be done, but it is rare that we would want to. So it is
our belief that in this kind of research the viewer should
1. not know that you are looking at his face, and 2. if
he is in the presence of others, then the situation should
be such that others cannot view this fact. A typical tele-
vision situation is like that; that is, people sit facing
a screen, not facing each other (to Katz). This is the
reason I asked the question before about how your situation
was set up, but that type of situation would be that you
wouldn't get much in the way of facial muscular movement
that would be useful for gaining our kind of information
precisely because the viewer controls and knows that he is
being viewed.
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That was a question of software which can be changed.

HARRY PRANCI:;:

It doesn't necessarily have to be that way.

PAUL EKnAN:

No, right. We were, of .course, NIMH supported and we
got the parent's consent for this, after we separated
parent from child so that the child didn't know about it.
Now there is a three page summary that gives you more
information than I have said that you should have in your
notebook, but I tried to go quickly' so as to have time for
questions.

HAROLD KATZ:

You described two methods of measurement: one with
groups of observers and put down remarks about what
they had seen. What did you do with the video tape?

PAUL E}J1AN:

When you have either video tape, filM, or stills, (stills
are really useless for this kind of research) you can get
information about emotion by one of two routes. You can
measure the movement of the facial muscles; the duration
of those movements and the type of movements, and classify
them. You get moment-by-moment, and I really mean moment
by- moment data.

We have an atlas that shows all the muscular contractions of
the face that are anatomically possible. There are not
that many. We break the face up into three areas where
there is relative independence -- There are seven different
configurations that you can get in a forehead, and that is
really all you can do, except for unilateral movements.

There are 17 in'the upper and lower eyelids, and there are
54 in the lower face. Now these can occur so that you can
generat,, 11,000 different faces, but the atlas depicts
less than 100 of these muscular contractions.

HAROLD KATZ:

You are actually visually comparing?
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PAUL,EMAN:

We do thomeasurement, notching against the atlas.
Or we actually peasure in terms of measurement and
its classification with the atlas. And we measure
the precise beginning and end. If you want to look
at sequences or you want to look at blends, typically
you gnt blends by getting the muscular movement
associated with one emotion in one part of the face
and another emotion in another part of the face. In
doing this, you would be making independent passes--
three passes on the face, blocking it off. For
example, you cannot classify what's going on in the
eyelids if you can see the brow orlower. face. So
you have to block it. off in three separate passes.

HARRY FRANCIS:

Do you still-frame this?

PAUL Egv,AN:

No, we go down to still-frame in order to get duration
measures. We have a computer addressed video-system
where we can put on a visual and time address on each
field, so we can do measurement down to a 60th of a
second. That's all we use the stop frame for. In
terms of the classification step against the atlas,
you can do that usually about half-time.

WII,LIN.1 G. DARNELL

Is interest or attention a class of emotion?

PAUL EgMAN:

Yes. It's not the easiest one. Well, I wouldn't call
attention one, we do look at whatever the person is
looking at, the input source. But interest is consi-
derably harder to measure than the other six emotions
we deal with. It's fairly easy to get it with observers
judgment.

!IA1';VIN ?Cg:

You said that me&surement of emotion usually predicted
subsequent behavior. But then you also spoke of an
experimental condition where the kid was put in a room
with a variety of toys...

PAU% FW4AN

We predicted that as well. That is, we predicted a
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subsequent aggressive behavior. I should say that
behavior in the two aggressive situations, the button
pressure test and the aggressive play test,correlated
with each other. But our facial measures predict both.

MARVIN ACK:

You predicted the behavior in an experimental situation
in which the subject had only two alternatives; that
is,hurt or help.

PAUL ERMAN:

That 's right.

MARVIN ACK:

So there is no knowledge of how this child would react..

PAUL 1.;KMAN:

Absolutelyit's an experiment. We have studies not
dealing with television that are within a variety of
naturalistic stages utilizing comparable measurements.
But this one is an 'experiment and the child has only
two choices. True enough, I didn't report to you that
there is a control group that does engage in significant-
ly less pressing of the "hurt" button and less aggressive
play than a group that sees the violent materials.
However, there is variance within each, and in those
who see violence, the facial behavior accounts for
seventy five percent of the variance. Within those
who do not see violence, the facial response when view-
ing a track meet doesn't tell you anything about what
he is going to do afterwards. Now we have some theories...

MARVIN ACK:

You measured the presence or absence of emotion but not
intensity in any way?,

PAUL EKMAN:

No. We measured intensity of each expression,again,
by facial expression. It gets very technical. For
example, there is a very complex relationship between
frequency and the extent of muscult,r contraction.

TINKA NOBBE:

What happened with the girls?
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PAUL FKMAN:

The most: conservative way to interpret our results is

to say that we didn't get anything with them. And that's
the way we've done it in print. The 5 and 6 year old
girls did not differ from the boys in the emotional
response that we see in the face when they view violence,
nor did they differ from the boys in their behavior
subsequently. They are no less aggressive, in either
button press or in post viewing measures, while for
the boys correlations are quite high. The
correlations for the facial response and subsequent
behavior for the girls are practically not there. The
only ones we obtained are exactly the opposite of
what we got with the boys. In other words, while
the boy who looks happy commits aggression afterwards,
the girl looks unhappy.

Now, since the results with the girls were far weaker
and less internally consistent, we have chosen at
this point to say we didn't get results with the
girls. We think that it may well he because the
actors were all male, and the type of violence was all
male (cops and robbers). We do hope to follow up
on the girls to find out what is going on andmove
down. With these measures we think we won't have
any problems moving down to three years old, which is
where we want to go next.

HARRY FRANCIS:

I have a question on your violence. What was actually
the sequence?

PAUL rKMAN:

The program starts out with ;an older gentleman being
murdered, and you cannot really see how they do it.

They stick a knife into him, but you can't see the knife.
A moment after that occurs, the murderer and his cohort
start to run. They are chased by two 'policemen and by
Elliot Ness and his cohorts. During ehe course of the
chase, one of the thugs beats up a policeman, clearly
establishing at that point--it wasn't clear before7.-
that he's a bad guy. A few seconds later, he is shot
from about thirty feet away by a policeman. He falls
to the ground, and as the good guys approach him, he

dies. There is a closeup of his death for about three

seconds. There iS still one thug running on, and he
gets trapped in a room and there engages in a fist
fight with one policeman and two plain Clothesmen who,
after twenty seconds of furious socking and throwing,
subdue him. And then there's a commercial break. And
that's the unedited, first three and one half minutes of

the program.
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HARRY FPANCIS:

You were not able to make any kind of correlation there,
with the children and their viewing the consequences of
the violence?

PAUL 1?RMAN0

There have been a lot of studies with the consequences
in there or not. But that would have required manipu-
lating and showing one group the film with the conse-
quences taken out, and another group leaving it in. We'd
be most interested in doing that. But in the initial
study, which is all this was, we were simply trying to
find out. if facial measures appear to pay off. Once
they do, I think questions like the one you're raising
are legitimate.

HAR1ZY FRANCIS:

Was this in monochrome or in color.

PAUL FW1AN:

All our video equipment is black and white.

MARVIN ACK:

In the experimental situation immediately following
the viewing, how about measuring the delayed reaction
in terms of putting the children in the examining room
two hours later?

PAUL EKMAN:

I'm not in a position to conjecture that.

WILLIAM G. DARNELL:

Was their activity related to the facial expressions at
the time of the programming? Did the activity in any
way relate?

PAUL FW1AN:

There is activity. You get imitative movements, even
from the kids who show happy responses.
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PERCY TA,MENPAT.4..

You might mention that the kids can turn on and off.
They -don't sit there glued. They're looking up, stretching.
Here's the shooting going on. Not all the kids react
the same way, and not all of the same kids react
consistently the same way with that content for that
three and one half minutes.

PAUL EIMN:

Right. You don't see just one emotional response. You
see a variety of responses. The music, that is, in
this program, changes and signals to the kid when it's
worth paying attention. And in they come, at the right
music. And then they go off and day7dream at one moment,
but with the sound they come right back. But
these facial responses I'm talking about have a duration
of 11/2,21/2 seconds. That's typical. They're not on that
long, though plenty of time.

HARRY FPANCISI

Would it he valid to have simultaneously several kids
during the same program sequence?

PAUL F,K".AN:

As long as, 1) they are seated so that they are not
looking directly at each other, and 2) as long as you've
got enough cameras. That is, in order to do the kind
of measurement we do you need to fill all of your lines.
So you'd need three or four cameras, and three or four
recorders. You can't multiplex two or three images onto
the one videotape. You don't have enough detail that
way.

HARRY PRANCIS:-------------

Is there a difference between children in a group or
with their parents, and children viewing by themselves?

kwc

PAUL EK:'1AN:

Don't know. We'd like to know.

WILLIAM G. DARNELL .

What happens if a child turns his head?
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PAUL EKMAN:

Well, we can't see him and we can't measure him. We
set up our camera so that when the child is looking at
the screen we have him full face. There is an avoidance
response which, from my point of view doesn't really
tell us anything. You can avoid for a whole variety
of emotional reasons. I do know that-we have a group
of eight and nine year old girls and boys who we are
right in the middle of analyzing now, and the eight
and nine year old girls avoid a lot more than the
five year olds.

OBSERVER:

May I ask if any attention was paid to the changing of
the face by the movement of the hands?

PAUL EKMAN:

We have done a lot of work with that, and have gotten
some very specific kinds of information on adults
from the hand-to-face contact that's useful from
a psychiatric point of view. 'With the children, and
with this particular study, we haven't dealt with
those movements. They do occur, but we just haven't
dealt with them. They may he fairly fruitful. But
on the other hand, once you're up to seventy-five
percent variance, you don't think of trying anything
more. It's not going to be profitable and we're not
going to do much better.

WILLIAM G. DARN}LL:

We have just created a whole room of very self-conscious
people:

Okay -- We'd like to move on. Percy Tannenbaum has also
worked with emotional arousal.

PERCY TANNENBAUM:

I'm not sure which hat I'm to put on here. I have
comments to make about the earlier stuff, and the things
that were presented this afternoon and the contrast bet-
ween them, and then my own stuff on top of it.
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I never did much with children. I have done more research
with adults, infants, and monkeys. There's a lovely thing
about infants and monkeys. They can't talk, and they can't
understand my instructions, so I don't use interest scores
or rating scales and a host of other things that we gener-
ally tend to use in audience measurement. We are forced to
use what the infants, in this case, can produce from actual
behavior.

Most people recall in developmental psychology that there
are certain technological breakthroughs which have allowed
for measurement of preference behavior in the,very young.
We have worked with 2-week old infants on some visual pre-
ferences and all you have to do is make them putout some
energy. If they show more energy output for one thing ver-
sus another in the two chart situation, you have a measure
of preference. In their energy output in sucking on a nip-
ple, you can measure the differences if you amplify that
sucking.

More generally, I would say the_whole relationship between
the expression of felt interest, and such things as you were
talking about, and attitudes such as whether people like it
or not, is very useful -- especially for commercial broad-
casters (and even for educational broadcasters it might be
sufficient) because in many commercial situations you are
not really concerned with the audience that much; you are
concerned with the advertiser.

It's different if you're concerned whether children learn or
behave differently before and after watching something, like
the violence. You can't use these antecedent measures.- You
can get them, but it isn't sufficient to stop there with a
hunch of assumptions -- I'm including watching the set. Look-
ing behavior may have nothing to do with subsequent behavior.
As Paul was talking about, it reflects the attempt to get
some antecedent measures -- that is, correlated measures,
with the actual measuring of facial expressions; or you can
pick other parameters and some index of subsequent behavior.
Generally, my preference is in both directions when we want
to make those kinds of statements. The others are in-
sufficent evidence, and the jury is always going to be
out there. It is not that they may not correlate. We
don't know until we do it.
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I have also been working with emotional arousal in the
field of aggression. It is a special case for me of a
more general theoretical model which is a very simple
minded, perhaps overly so, model of how some communica-
tions, preferably dramatic ones, can achieve some kind of
effect.

For years, you know, if you wanted aggression, you pushed
in aggression and you got it comic -g out. It's a nice,
simple conjectural model. And even that doesn't look too
simple, I guess. The model is primarily under the impetus
of the work of Stanley Schachter, Columbia University, in
the last decade. I'll be talking about some of that. I

think maybe some of what Paul referred to could preamble
.Ahis. There were chuckles around the room when he said,
"When the child smiled, he behaved more aggreSsively later
on," and everyone expects just the opposite. Where do these
expectations come from? We've built up little fanciful
notions of the relationship that is between certain ante-
cedents like emotional response and subsequent behavior.
What Schachter was talking about was that emotional responses
are generalized. They are not distinguishable. You may ar-
gue within that. Internally, between emotional states, they
differentiate in terms of degree. What is differentiated
is how the individual s-bjeet labels the particular situa-.
tion. It says if you get stimulated internally, you are
aware of that stimulation. I can't say that my heart beat
was really changing or there was a release of certain chemi-
cals in my blood stream. But I'm often aware of some changes
and I ask myself, "Why do I feel this way? Oh, I feel this
way because I just saw a sexy movie." So, I'm sexually arouse
I feel this way because I saw an aggressive segment; so, I'm
aggressively aroused. We label these with different emotional

. The difference is in the emotional state,
the consequence of our labeling.

But we took the notion of generalized arousal and applied it
to the previous experimentation done in the area of aggression
What the theory would say here is that the differences be-
tween a high and a low aggressive film are not only on the
basis of the degree of aggression per se, but possibly in the
degree of arousal -- generalized arousal -- which we index
now in physiological ways and which we can index in other
ways in the future. And that in a state of arousal, heightene
arousal, an individual who is called upon to perform some
behavioral act -- any behavioral act -- would respond more
intensively because he's more aroused. The so called "drive"
stage, 3f you want for words. That's a simple theory.
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Studies have shown that a child or adult, after viewing a
film, can show subsequent aggressive behavior; and that
subsequent aggressive bc:lavior may be as much if not more
a function of the heightened arousal produced by that film
or TV segment than by the specific content per se. In this
model, the content is relatively unimportant. Perhaps a
more sophisticated version of this that would incorporate
more' of Stanley Schachter!s notion would say, "Yes, that is
so; but on top of that, the specific cognitive factors (the
cognitive similarity in the film -- say, an aggressive film -
and the behavior called for being an aggressive act, like
delivering an electric shock to somebody else) would enhance
even further that which was produced by the arousal alone."
Well, as I say, it was a plausible model. One experiment
that tests that will illustrate. I won't go into the dif-
ferent physiological measures we use. We have to use a
number of them because the psychophysiology of the human
being is not a simple turn-on/turn-off phenomenon. If you
want to measure blood pressure, start with heart rate; and
if you want to measure blood pressure and heart rate, you
have to call for respiration because a sudden gasp for
breath increases heart rate. So you have to know about
these.

On the basis of a set of physiological measures for pre-
testing different film materials (most of which have been
used in earlier research and a number which we produced
specifically for the purpose of this research), we were
able to differentiate the degree of 'generalized arousal.

From this, we selected three films. One is a sexy film
which turns out to be more arousing, but is judged by in-
dependent observers like us and by some subjects themselves
to be actually less aggressive than the second film which
is a boxing match. This second film tends to be more ag-
gressive but turns out to be less arousing. The third ,film
is a control film and it is below the other two films on
both arousal and the intrinsic aggressiveness. Now, if it
were thecontent factor that was causing this, one would
expect the aggressive film to produce more subsequent aggres-
sive behavior. That's exactly what happened. So the film
that essentially had fewer aggressive cues did produce more
subsequent aggressive behavior.

Then the person is put in a task where he has to behave.
He has to administer an electric shock. The parameters
here are the intensity of the electric shock (which he
can manipulate on his own) and the duration and frequency
of shocks. Together you can make a composite measure.
It doesn't seem to make much difference which you use.
This general finding has been duplicated in half a dozen'
studies.
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On the :Alysiological itself, I said it isn't a simple
natter, and it's really not. There are individual
differences in the degree of response, physiologically;
but, more importantly, there are vast and very notable in-
dividual differenes in the specificity df response. You
may be a sweater anJ shoe up on galvanic skin response,
and I may be a heart rot) changer, and you may be a blood
pressure changer. We are all reacting in our own way.
But hey can you compare whether one is acting more or less
than the other when we have three different parameters.
It's very, 1.nry difficult. And that spedificity of response
has shown up in wide arrays, not only in my research with
these materialsI'm not dealing with film. Moreover,' there
are patterns of response within individuals which have some
consistency across situations, but not as much as one would
like. So, even if we can isolate person X and he is, say,
a galvanic skin response changer -- okay, and .that's all
I'm going to measure with him to. see if he goes up or down.
He doesn't do it all the time. Changes do occur,in almost
everybody exposed to almost 'any material. There are con-
sistencies across individuals, but not enough. There are
these specificities but not enough across time within a
person. And I'm just saying this to beware anybody who is
going to go out and get an eight channel physiological re-
corder and go into business. You are buying a pack of
trouble right now/ at any.rate.

There have been a number of studies. along these lines, so
let me just summarize. Yes, with. more arousal we get more
subsequent aggressive behavior. We don't put people in the
choice situatiOn where you do one of two things -- helping
or hurting-- but we put them in situations where they haVe
to do both. I won't take the time to describe the nature
of the situation. If I deliver both punishment and rewards
to another person, the question then is: Do I deliver more
punishment than reward and how much under different circum-
stances? And the degree of both responses goes up, with more
arousal in accord with the primitive theoretical notion I
advanced -- namely, arousal no matter how it is produced
(I don't care if it is aggressive material or anything else- -
You use humorous material and you get arousal and higher
subsequent aggressive behavior) leads to higher levels of
responSes no matter what kind of response is called for --
that is, helping or hurting.

But, on top of that, you get differentiation. There was
more hurting when the film was a more aggressive one (al-
though it is not as marked as more hurting when a person
is administering pain--in this case, as a punishment to
someone who originally angered him as opposed to somebody
who'did not originally anger him. That accounts for much
more variance than the kind of material itself, the content
itself.
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That's the first phase of our research, and I'm summarizing;
but there are a lot of little nuisances that are details I
won't get into.

The second phase is concerned a little more with program
variation and the kinds of questions that might concern
you. There_are_factors-that accompany the presentation of
violence-on television with enough consistency to make it
legitimate to ask the queStion: Do these things really
make a.difference? Do they limit or enhance the degree
of arousal, if you want to look at that, or the facial- re
sponseS? And more important, do they limit or enhance the
degree of subsequent behavior or aggressiveness, or what."_
ever you want to look at? For example, violence is often
presented in a justified manner. The bad guy was getting
his comeuppance for social misdeeds and is being shot,
hung, butchered, or whatever, as a means of meting out
justice. Or, it's a "kill or be killed" situation venge-
ance upon an earlier personal misdeed rather than a social
one. Say that children are not seeing violence as vio-
lence, they are seeing it as justice and they are not
turned on- by the violent aspect when it is-cloaked in this
mantle of justice. Children are being shown this, that
violence becomes a justifiable means to a justifiable end
and they come home and the kid brother, a worthwhile target,
has been bothering him and he let's him have-it over the
head because that's what Marshall Dillon does.

That's an over-simplified version. So you do experiments
on this. It's the only way to start finding out. You
doWt ask the kids if they like it more or less, whether
they feel more aggressive or not. You can ask him, but
I don't trust what they tell me. You observe from a be-
havioral situation which elicits some new behavior, and
see if it is elicited to different degrees. And sure enough,
in a number of studies it shows that varying the kinds
of justification, you get more rather than less subsequent
aggressive behavior when the situation is presented in
a justified manner than when it is presented in a non-justi-
fied manner.

What are the consequences? Take some aspects of the NAB
poll. It is not so bad to show violence. We don't dwell
on the faces of dead people. We don't see much blood and
gore. You put these things in juxtaposition. We often
show the violence, but not what the child has learned to be,
the negative consequences of that violence. What about the
effects of this? And one could argue that if you did show
a lesson they already learned about something bad, just
generalized bad, it may reduce the level of arousal and/or
subsequent aggressive behavior. And we've done some re-
search on that -- and it does. That is, showing the conse-
quences does produce a lesser degree of subsequent aggressive
behavior.
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Now, another qualification. It has never produced behavior
I have been using. It is always in the experimental task.
I know of no theory and no experiment which shows that people
go out and seek aggressive behavior after viewing the stuff;
but, if they are put in the situation where aggressive be-
havior could be called upon, they are more likely to engage
in it and engage in it with a higher degree of intensity.
Always in the experimental context.

More recently we got involved with the whole question of
censorship as applied, in this case, to the
excision of certain explicit materials. It started out with
some of the research for the Commission on Pornography and
Obscenity that much maligned commission. Actually it
started out in Sweden, of all places, where they wanted to
take out a scene from one of their own films and worked it
up into a kind of rationale. Most of the logic behind ac-
tion of this kind is that the depiction of explicit material
would be more arousing, more stimulatingiand we don't want
this. Never mind the reasons, right or wrong. They say,
"Since we don't want it, it should be censored--cut it out."

. But one can argue that by leaving it out.and leaving in the
cues of what it is you're leaving out, you can be doing two
things. First of all, you are forcing the person to do his
own filling in and to engage in his own fantasy. And what
he can fill in can then'be-much-more-arousing than- what yoU7-
put in for him. But more important, from a theoretical point
of view, by doing the actual filling in himself, he is gettin
more involved; and, hence, that nebulous variable of involve-
ment--whatever the effect would have been- -has been enhanced
even further by his own involvement. That's according to
the theory.

So we have done a number of studies, both with explicit sexual
presentation and then more recently with violent material.
The data are not always clear. I can't summarize it too
readily, but more often than not, when you leave out explicit
materials--but always with the provision that you leave in
the cues--sometimes you explicitly provide those cues like
you leave out part of the movie. They know it's left out,
you mark "censored," which is often just enough. We have don
things where we haven't left out anything but we said we left
it out. You show a sequence of scenes that seems to follow
one another, but people are terribly bothered and there are
a lot of questions. They get very aroused at that point and
start filling in some very wonderful fantasy material. And
maybe that's where good drama comes from: What I'm describ-
ing essentially is an old dramatic theory, to go back to your
point--go back to Aristotle--you give food for thought, for
fantasy thought and let the person do his own filling in.
That's when he becomes really affected by the dramatic emo-
tional impact.

I will describe one of our recent studies. Getting the right
film material is next to impossible, unless you want to spend
money through the teeth.
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In any event, in the film we used there was a fight
scene, and people in a room. The director sets this
up. The fight starts in one room. One person has
a knife and they start wrestling with one another.
As often happens, one guy hits the other and he smash-
es through the door into the second room. The dir-
ector set it up so the camera in the first room
remained on, while another camera-in the second
room also filmed that sequence of fighting. What
we ended up with was one film for one group where
we had the first scene shot in room one, and the second
scene with the more intense fighting and kicking,
shot with the second camera. For the, other group,
we had the same first half, but the Second half
was still shot with the first camera, but you
could only hear the sounds of the fight, occasion-
ally a body hurtling across this open doorway or
a fist coming up, a leg, but not the explicit
material. There was much more arousal produced
this second time, and much more subsequent ac3gress-
ive behavior with the second version, than with
the first. I'm reasoning they were filling in.

WILLIAM G. DARNELL:

We'll take about five minutes. Dr. Ack, you had
some comments that you wanted to make?

MARVIN ACK:

I often get concerned that in research we measure what
we can and not necessarily what needs to be measured,
with no disrespect on your research. For example,
you are obviously in disagreement as to whether
it is arousal per se, or specificity of the arousal
which will produce aggressive behavior, but is it
at all possible that it is the arousal that produced
aggressive behavior because there was no other
tensionreducing behavior available to the indiv-
dual? You give a choice, but obviously any arousal
produces tension in the individual. And it's true
that the tension must he dispelled because it is
a very uncomfortable sort of experience. Had there
been another opportunity for tension reduction
behavior, could we have said it would have necess-
arily produced aggression?
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PERCY TANNENBAUM:

I am trying to associate myself with the theory.
The theory says that any other form of behavior
would have been affected the same way, and if you
want to call that tension reduction behavior, that's
okay. There's a definitional problem.

MARVIN ACK:

But when we get sexually aroused in a social
situation, we don't behave aggressively if there's
an opportunity for sexual release,, at least not
unless you're a sadist or a masochist. But here,
you get someone aroused sexually with your materials,
but the only reduction behavior is an aggressive
type.

PERCY TANNENBAUM:

That's true in this case. All I'm saying is that
according to the theory, if provided with a
.legitimate target for aggressive behavior in a socially
sanctioned situation, you are more inclined to do it.
Now if you want to translate that to the open
behavioral situation, who knows? Most of us, and
especially those in the ghetto areas, we are told,
not only see a lot of this on television, but watch
a lot more television and select a lot more violent
material. These ghetto people are also presented
in their environment with more Opportunity for
aggressive behavior. Under conditions of height-
ened arousal produced by the exposure to -the film,
they might be more inclined when those opportun-
ities arise.

MARVIN ACK:

You're right.

PERCY TANNENBAUM:

I don't know if it's tension reduction. I'm not
necessarily buying that.

WILLIAM G. DARNELL:

You mentioned six physiological measures. WOuld you
just quickly run through them?
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PERCY TANNENBAUM:

Systaltic and diastolic blood pressure, heart rate
changes, galvanic skin resporiSe, temperature and
muscles.

WILLIAM G. DARNELL:

One more question and then we'll move right on.

COT,IN MacANDREW:

have heard of some people doing alpha and beta
wave research and when you said that your phy-
siological parameters had problems associated
with them, I was wondering whether this would
be an appropriate way of measuring the kinds
of things you were after.

PERCY TANNENBAUM:

I think that is another response, but not necess-
arily a physiological response. There's a srecific
reason for looking at'sthe EEG responses here, and
the rationale built into that is that it's from
the other physiological measures. I mention just
en passant what may be the real pathological
breakthrough here and that is breath analysis.
I'm working with a man out at the Lawrence Radiation
Labs who has developed a rather sensitive spectro-
graphic analysis of any kind of effluent up to
4,000 different elements including human breath,
and you can take a minute sample and then it analyzes
these. The computer stores the Spectrographic pattern
for each of these 4,000 elements and then you compare
the presence, the absence, and the degree of. Now
what we know of the physiological stress. reactions
generally, is that there's a release of certain
ammonal chemicals into the blood stream. And the
physiological responses I'm talking about are merely
a by-product of that release. They are not a direct
enough measure, either. But these things travel
around, they have a very short double life. You
have to catch it very quick. Attempts to measure
some of the output for example in urine analysis are
disastrous. But the breath analysis looks very
promising, and you can detect in the volume of about
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five parts in a million, which is about as sensitive
as any of us can hope to be, and I'm working very
closely with him.

WILLIAM G. DARNELL:

To move away from the physiological measures and
back more to the question of selection, we have Dr.
Friedlander. I'll turn it over to him.

BERNARD VRIEDLANDER:

I would like to present what we're doing in three
categories. 1) The technique we employ, 2) the
kind of data we get from children and 3) the quest-
ions we ask in terms of the properties of audio-
visual material and the population on whom these
tests are run. If you will turn in your. hymnals
to this page, about half way through, it will be
much easier for me to be very-quick-in describing-
the data. The technique always involves a two
choice manipulation that is under the child's own
control. There is a switch handle which sticks
up out of a box a little larger than a cup, and
the subject turns the handle one way to get one
onset of the TV or audio display, and turns the
handle the other way to get the onset of another
TV or audio display. The structure of the proce-
dure is determined by what is in those two choices.

We have started with our work with infants in which
the child in his crib is allowed to choose between
his mother's voice and a stranger's voice or
between his mother's voice with a normal intonation
pattern and his mother's voice with a distorted
pattern, and we have gone on into working with
normal base line school-aged kids, autistic children
in institutions, mentally retarded children and so
forth and so on. But the technique is always this
two-choice in which the child is in control of the
onset of either television picture, television
Sound track or an audio display.

Let me give you some examples of the data. On the
chart, we see the responses of the very bright upper
middle class children in a suburban school district
given a choice between narrative tellings of three
stories, four minutes each in a twelve minute session.
A kid could choose a narrative that made perfect sense
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and was perfectly understandable, or he could choose
the other opt0n which was a story in which the voice
intonation patterns were exactly the same, but the
work order was/randomized so that the story was
really syntactic hash and transmitted no information
whatsoever. There was no way to derive information
other than a nominal kind of information of picking
out nouns and verbs. I think it's rather astounding
that the kindergarten children, first grade children
and second grade children made no clean differentiation
between those two options. They listened approximately
equally often to the syntactic hash as they listened
to the normal telling of the story,

This is quite contrary to everything that we are told
to believe in language research about children in this
age range because the weight of the language research
has been on the competence of bright kids in the
speed in which they learn their jrammar and language
structures. And I think one reason for the discre-
pancy between our results and the weight of the
-evidence of the studies is that we-are dealing with--
long sequences of input such as a kid might contact
in school or while watching TV or listening to radio
when he can participate in an attentional way by
tuning in and tuning out. But he dons not interact
in a personal way with the language source. I think
it is very important when we are evaluating the impact
of TV and radio and other sources on children, including
the live teacher, that normal and bright kids are probably
getting far less of the units of output than the message
contains. And if they do not discriminate selectively
between the up-graded message and the senseless message,
it is very difficult to see how they could be discrimin-
ative listeners in other situations.

When we get the kids up to the third grade and fourth
grade and fifth grade,, the graph shows that-they very
quickly approach 80, 90 and 100 percent clear selective
recognition for the normal voice.

I should say that these studies are done quite carefully.
The bugs have been removed as well as we can remove them.
A number of people have scrutinized our procedures and
we have not been able to find any bugs that we have not
thought of.



PERCY TANNENBAUM:

The task is not recognition, it is sheer selection

BERNARD FRIEDLANDER:

Yes, and then we do a subsequent probe interview.
We find a very high correlation between the results of
the probe interview and the children's behavior. Their
ability to report on the difference between the two
messages follows approximately the same graph as their
selective behavior. Do you think that it's a faithful
report--does that satisfy?
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PERCY TANNENBAUM..

I'm wondering about the negative - I can see a kid being
able to make the difference, but still liking the
jumbled messages just because it's different.

BERNARD FRIEDLANDER:

That's the incongruity effect, and we have great
difficulty seeing the preference for incongruity go
Over a period of twelve minutes. Our people who conduct
the experiments have a fairly intuitive sense of when
a kid is playing with the switch or playing with the
phenomenon for entertainment. We see soma of that
incongruity sampling at older ages, but we tend not to
see that incongruity sampling at a younger age. The
kids simply are not tuned-into the fine-grained
properties of messages when they are presented in this
extended fashion that does not permit the child to have
on-going verification check and interpolated dialogue
and reciprocal participation in the display. I think
that's a finding that is probably fraught with sub-
stantial significance in the planning of information
displays. with children because we tend to think that
kids are tuned in to information reception the same as
we are tuned in to information preparation. I think
that this data suggests that we may be substantially
in error. Over on the right hand panel of that first
chart, we see that even the kindergarten children have
difficulty making the selective discrimination between
English and German presentation in the same voice with
approximately the same intonational pads. So you have
to get up to the first grade (six and seven year olds)
before these kids are making good clean differentiation
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of the English and the German. None of the children
in the sample were German speaking children. It was
no surprise to us to discover that intonation is the
most easily penetrated distortion we can introduce;
that when we change the intonation and make a very
flat intonation, only the kindergarten kids failed
.o make that discrimination.

PERCY TANNENBAUM:

I don't want to interrupt but maybe it's the choice
of words.

BERNARD FRIEDLANDER:

That's a legitimate question; I should say selection.
The facing graph chart shows that we use a 4-channel
recorder. We can track the onset of every response the
child makes. I included that in the record because
I understood you were interested in a moment-to-moment
responding. It is very simple to put time markers on
these charts and get a true moment-to-moment picture
spotting exactly what the subject matter is at any
given time and the response pattern. We can accumulate
these kinds of data for large groups of children.

Turning the page over, we see that we can work with
individual children from stage to stage of sequential
studied. It is easier for me to work backward in this
top chart. This was a retarded seven year old girl and
the last stage was the normal sound tract of a "Captain
Kangaroo" program bumped up against the sound tract which
was heavily loaded with cocktail party kind of verbal
interference. We have a sample tape of five voices
talking all at the'same time and you can tell if there
are words in this noise but you can't tell what the
specific words are. We raised and lowered the level
of that intrusion in order to raise and lower the
degradation of the sound-track. And this child's
selection behavior fell down to about 70 percent when
we used that very high level of interference. In previous
stages of this procedure, there was successively less
intrusion and less disruptive kinds of distortions, and
we see by interpreting these graphs that the child's
selection was quite high until we introduced this
massive kind of degradation. Her selection then
became quite low.
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It is always important in this kind of work to note
the child's time on a task. I think it's important
to get evidence of the degree of children's attention
and time on task as a measure of their attention. It
tends to go very high in Stage 5 of this work here, where
attention was over 90 percent, and then it slumped
off to below 75 percent when the task became too
difficult. We were talking about attention span
and attention as a dependent variable in our discussion
earlier, and we have very exact measures of attention
here as expressed in terms of this kind of response.
Uniformly, we give the kids something that we assume
they are going to he interested in, then we can test
whether our assumption is correct. The data were
put in just to show that this data flows right into
group studies and goes into standard statistical
evaluations. There is no hocus pocus and nothing exotic
about it.

If you look at those tables and look at the right hand
column, you will see that the time on tasks is very,
very high. Only in unusual cases does it fall below
90 percent. There's nothing much else in the data that
we need to spend time on other than to point out that
we can get this constant running record of the children's
selectivity between two options and the time on tasks.

Now we can move over to the general questions that we
ask. In our basic studies with normal and language-
impaired children, we are interested in fairly fundamental'
questions such as an infant's ability at various stages
and ages, the prior experience that leads up to the
differentiation of the mother's voice and the stranger's
voice. That's interesting to us as a scientific question
--I doubt if it is of very much interest as a question
in the work of the conference.

However, when we start introducing variations on normal
voices, we get into a very provocative area. I asked
one student to watch a week of"Sesame Street" for me and
he found that there was an average of 37 percent sub-
stantially distorted voices in the characters on "Sesame
StreeL". We have done a lot of work on receptive lang-
uage organization in children, and I don't think that
any of us really knows how much of those distorted
voices get through to the children as to what the real
lexical properties of the messages are. I think it
is a wide-open research question as to whether we are
serving the children well when we use theatricalized
voices in children's programming.
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If you look at Saturday morn3:1g TV shows, it is very,
very, difficult to find a normal, -conversational voice
in any of the children's shows with the possible excep-
tion of the presentational segment of "Sesame Street",
"Mr. Rogers" and the "What's NeOttype program. The
calmer, lower intensity, more relaxed program uses
normal voices. The program that seems calculated to
gain an effect tends to use distorted voices, and
we are in a total absence of research on whether or
not the kids can tune in on distorted voices and ex-
tract lexical properties from them.

In this field, if I were to ask what was an important
question for research, I would say voice properties
was a prime question. I would also add that redun-
dancy is a prime question. We find that children have
an unbelievably high appetite for redundancy. Given
the chance to listen to twenty second and 140 second
music and conversational segments over and over again
on an unlimited basis, we have had some children
listening to 3, 4, 5, 6,000 seconds a day of very
short segments repeated over and over, and there is
substantial reason to believe that certain kinds of
redundancy that may be under the child's control
is a very, very important aspect of learning, language
learning, and information transmission. I feel that
that's an area that'desel:es and requires a very
extensive operational kind of research in order to
come up with the answers that will make a difference in
programming that transmits information to children.

I'll close on one other topic and say that from observing
many children watching the video-tapes of standard
TV programming, I'll confirm with Dr. Ekman that music
is a tremendously important variable for mobilizing
attention and directing attention. I believe it has
been used intuitively by theatrical producers and motion
picture and television producers without their really
knowing how to employ music as a source for mobilizing
that kind of attention that's of concern in information
transmission for educational purposes.

I feel that another area of research that should be of
major importance in educationally oriented TV is music.
So we've got three areas that are eminently researchable
by this technique and some of the other techniques-music,
redundancy, distorted voices. And there are a host of
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other properties. Also, to complete what I was to talk
about, it should be evident from one of those graphs that
we can very easily make population difference evaluation.
The age differences point out how easy it is to get
population differences, when populations are divided up
by age. When we think of the enormous range of differences--
socio-economic class, neighborhood)community, parental
value structures, there is just a limitless range of
variables that deserve and require research and I think
that the point where the "smari-s" will he demonstrated
in the next ten years will be in "prioritizing" the
research so we start dealing with the really important
issues first and not, as Mary Ack said, "merely measure
things because they are measureable," but make smart
value judgements on what deserves to be measured when
we are concerned with the transmitting of information.

MARVIN ACK:

When you spoke of the recall of the experience of mean-
ingful language versus the verbal hash, what was the
kind of response to that?

BERNARD FRIEDLANDER:

This was not a recall questionnaire. This was a probe
interview just to determine if the children detected
the difference between the two options. We have not
gotten to comprehension measures at this point. 1 have
many ideas as to how we could introduce comprehension
factors into this type of research, but they are not
represented here.

MARVIN ACK:

They did this thing.

BERNARD FRIEDLANDER:

No. It was correlated to their behavior...the ones that
could make the behavioral distinction were able to verb-
alize it. The ones that did not make the behavioral dis-
tinction were not able to verbalize.

PERCY TANNENBAUM:

If you are using the probe technique as your discrimination
capability, I don't know why you need the other.
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YOur technique is always the same, isn't it? Two options
are presented and the kid selects one versus the other by
moving the button. And they move back and forth, by the
way?

BERNARD FRIEDLANDER:

They have to move because the circuitry flip-flops the
options. They can also turn it on and off . .

PERCY TANNENBAUM:

Oh, it's "on" or "off" rather than A or B.

BERNARD PRILDLANDER:

The center position is "off". That's important. They
have to make a move to turn it on.

PERCY TANNENBAUM:

So it is only an "on" or "off" of a given thing. But I'm
still not sure what such selection means. If you are also
going to use another method, namely the probe technique, as
another measure of discrimination, then let's stick with the
probe technique.

BERNARD FRIEDLANDER:

No. Take four conditions of stimulus degradation. Take
signal noise problems, or in the video area it would be a
figure grab-pot. We know very little about the perceptual
properties that the kids are reacting to in video sequences,
and I'm quite sure that we are ignoring very important
factors on figure-ground relationships in our video dis-
plays when we are trying to maximize information translation.
We do nothing systematically to control figure-ground rela-
tionships in video displays. Producers and the artists use
a creative sense, but if you look through children's book
shelves, you see that the creative sense of book illustrators,
and the creative sense of video producers is widely at vari-
ance with perceptual reality in terms of figure indebtedness
and so forth. Anyway, we get different gradations of signal
degradation. When you say that this is low degradation and
this high degradation, you can just see these scores march
down as the children are selecting away from the degraded
message. And so you can find areas and move in and expand
,,lur scales and find what the properties of degradation
at that tend to disrupt properties of signal incrementation
and tend to enhance the child's ability to make this differen-
tial selection. . .



-MERCY TANNENBAUM:

All that I'm trying to say is that 1 can think of a
myriad of factors that will influence a persn's selec-
tion of two alternatives, or to turn "off" and "on". It
may be the interest; it may be the novelty; it may not be.
Hero's that term "discrimination", again, that is gover-
ning and motivating the selection base.
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BERNARD FRIEDLANDER:

Well, we use the terms "preference" and "selection", and
if the child can make the selection, he can make the
discrimination. If he doesn't make the selection, he may
be able to make the discrimination and is not mobilizing.
There is only one case where we have encountered a kid
making a selection for the poorer messages, and that is
in children below the age of 18 months. We originally
assumed that the children would always prefer the up-
graded signal if they were able to distinguish. The only
group that has not always preferred the up-graded signal
was pathological groups: the autistic children, and the
language-impaired children. And the normal children below
the age of 18 months didn't seem to care when the highs
Were taken out, when the consonants were taken out, the
phoney boundary markers were taken out. They didn't
make any difference to them. They seemed to be working
on intonation and fundamental frequency. Do I make my
point?

PERCY TANNENBAUM:

Yes, I see your point.

BERNARD FRIEDLANDER:

There is a very strong tendency for kids to prefer the up-
graded signal, but the younger children and the pathojogical
children are either not able to tell the difference, or it
doesn't make any difference to them, because they can't use
the signal information that is there. I think that: t

children under 18 months do not utili:w the high freHH,_:ney
signal information in-language that is above 6, 7, (j)0 cycles.

PERCY TANNENBAUM:

The messages are not at all task oriented? They don't have
to learn this in order to . .

BERNARD FRIEDLANDER:

No, there is no task orientation. The kids do it for fun.



- 106 -

HAROLD XATZ:

What is the implication of the distorted voices on
"Sesame Street'?

BERNARD FRIFDTArDP".

If you listen to Ernie and Bert, the two muppets, the
adult finds it terrific show biz. I love it, Ernie and
Bert. I think that if "Sesame Street" wanted to test out
the information transmission factors, they would prepare
some Ernie and Bert sequences with their distored voices
and prepare some Ernie and Bert sequences with them
speaking in normal conversational tones, and do this kind
of study to find out if the children . . .

HAROLD KATZ:

But it is completely understandable.

BERNARD FRIEDLANDER:

We grownups are so skillful at maximizing distorted,
degraded language inputs that we totally disregard
children's difficulty in optimizing these degraded sound
tracks. And I have one stellar display. When I gave one
of my language lectures, we did some family taping in a
home where the Mother always spoke to the child in English
and the Father always spoke Spanish in the child's presence..
The father wanted the child to grow up bilingual, which he
subsequently did. And when you hear two languages simultane-
ously, you cannot divide a language up into meaningful
lexical units if you don't know the language. The child
was an inexperienced hearer, and cannot divide English
into lexical units the way we do. Do I make the point?
The way kids listen to languages is very much different
to the way we listen to language.

WILLIAM G. DARNELL:

You made another point, I think. It has bothered me all
along, but has begun, maybe, to fit into place this
afternoon. I think it's the same thing that Dr. Ack was
talking about this morning. I think that throughout today
we have been talking in two basically different categories:
One is the whole selection and attention phenomenon and the
other is the whole content and resultant behavior phenomenon.
I was beginning to suggest that actually the two, which there
is some correlation made, maybe in a sense independent inn
terms of the types of measures and information that we are
going to gather.
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BERNARD VRIEOLANDER:

I would say that we have failed to do what most sciences do,
which is try to place the phenomenon in its dimensional terms.
You don't look through a telescope to see a paramecium or
amoeba on a slide, you look through a microscope. And you
have to differentiate the grain of the phenomena you wish to
investigate and investigate the various grain levels with
tools appropriate for them. While in a personal sense,
I am very much concerned about the content and value functions
of the information transmitted, in a professional way I am
concentrating on the form of the message, largely because it
has been ignored.

PERCY TANNENBAUM:

I'm going to argue that I think that most often we don't
use eith:,,r the telescope or the microscope. We look through
a glass darkly and we're groping. For example, I would he
much more convinced personally with your thing if you would
put the screws on the kids. What do they do? That's the
competence question again. What can they do when it's
important enough to do it? As I say, I don't know why they
are selecting one from the other. We're making an assumption
that they prefer the clearer message. If they are not using
the messages for anything, why should they prefer it? It's a
habit strength.. They're doing what they do naturally. They're
supposed to do it in the school so they are doing it here.

MARVIN ACK:

But we do know that . .

PERCY TANNENBAUM:

Let's get there are other audience measurement techniquclq
we haven't talked about. I have used a bicycle to measure
audience preferences. There is a television monitor, and
if you're not pedalling there's nothing on, and if you pedal
slowly the sound is going.

BERNARD FRIEDLANDER:

That's just a fancy way of making the switch resistance
stiffer in a Skinner box. You have to work harder.

PERCY TANNENBAUM:

It's a fancier way to do a fundamental thing.

MARVIN ACK:

We claim that this is anxiety provoking, and it's surprising
to me that children . .
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MRCY TANNV,N0AM:

I also know that its not only anxiety provoking, but it is
stimulating and it is arousing.

WILIAM G. DAW4ELL:

We're coming close to 5:30.

There is a question of measures that Dr. Ack has raised two
or three times both indirectly and directly. I don't know
whether we can even begin to speculate about measures that
we haven't talked about, so maybe we will want to focus on
measures and talk to that tomorrow in terms of some of the
technique r.; that we have discussed and whether or not they
can accomplish certain objectives.

Hopefully, we can get down to the level of being able to
talk priorities in terms of how and for what the research
can be best utilized. It may just be that we will each
be taning individual sets of priorities. On the other
hand, we may be able to find areas to agree on.
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FRIDAY MORNING

WILLIAM G. DARNELL:

We have had one addition to our group since yesterday,
Ed Palmer, from Children's Television Workshop. Yester-
day as we got towards the end of the day, we started to
talk about audience research as a technology, if you
want to call it that -- a technology that is very much re-
lated to what you want to accomplish once you have the
information.

I made a very gross cut and said there's a thing called
",enction," and there's another thing called "wanting
to change behavior" and "wanting to transmit knowledge."
When I was talking to Ed last night, he added a few more
categories which are very much in line with what he wanted
to say to us anyway, expanding a bit on Harry's opening
statement yesterday in terms of the user. It also ties
with some of wLat Dr. Ack has been saying. To begin this
morning, I would like Ed to talk to us in regard to the
need for audience research as viewed from his seat at
"Sesame Street" and Children's Television Workshop, where
he is Director of Research. He has been tryinc to provide
information for producers and has done so quite success-
fully. Ed,'why don't you take it for about 15 minutes
and then we'll see where it goes from there. We have no
particular agenda thismorning other than to attempt to
crystallize the problem areas, or need areas, in audience
research and relate what we discussed yesterday to those
areas. Then, if we're still going at that particular
point, maybe we can talk through the whole question of
"what are research priorities at this particular juncture?"
as far as broadcasters, researchers, and the like are con-
cerned. Ed . . .

ED PALMER:

I didn't think I would have the opportunity to go through
the usual conference dynamics of laying my "thing" out,
but here I am, starting right off in the morning, and
getting to give you my "bag." It's a bright spot for me
to see a conference on methods. At the present time,
I'm ready to lay substance aside and to Tend to methods
for a while. I'm much more interested right now in meth-
odology and the technology that is associated with it
than I am to the questions of substance, although cer-
tainly you can't ignore them. I understand from my little
briefing of yesterday's meeting that this point became very
clear. It's a "bootstraps" kind of phenomenon, and you want
the best repertoire of methods when you have a question of
substance. It also doesn't make much sense to study methods
unless you anticipate applying them to questions of substance
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I just have a few notes on area where I think a con-
ference like this might lead. I think it could lead to
further methodological study, further specific applica-
tion, and that it could lead us to address some very
significant, current, broad, social issues. For the
first category, for methodological study and development,
I think we kn, w precious little about "attribute defni-
tion" which results back to the television content
and says, "These attributes in the television content
are bringing about these fluctuations," in whatever mea-
surementjalbeit palm sweating or visual eyes on screen.
Whatever your criteria. We really don't know much about
defining the attributes that bring about those effects.
We need a good bit of work in that area.

I would like, for my own part, to know a good bit more
about attention variables, or reaction variables of vari-
ous sorts. The variables, the parameters, the correlates,
the theoretical kind of tie-ins, the constructs, and so
on.

A third area for methodological study, as I see it, is
hardware sophistication. We have a lot of primitive sys-
tems around, and not very sophisticated technological form.
And, I think that their use would be enhanced by their
being put into sophisticated form. They would be more
efficient to use. They would be more effective. More
people would use them, more people would communicate with
each other. There would be more sharing of information.
I take it as given that this is all worth doing.

Getting away from further methodological development and
its applications, I see a set of maybe four main functions
.r areas of decisions which could be served or addressed
as a result of audience measurement. Theory development
in basic research in the field of psychology is one area.
And even here, the theorist doesn't always begin with the
theory and go search for the method. Again, that's a
"bootstraps" thing. Or even in some cases, psychologists .

have a term called the "law of the instrument"--given that
there's a method around, psychologists will find reasons
to use it and ways to tie it in to the development of
psychological theory. The availability of the microscope
certainly opened up areas, so why shouldn't the availability
of audience measurement methods similarly open up areas of
inquiry?

Second, I thinkthat audience measurement can serve pro-
ducers in the production decision-making process of put-
ting together television programs. This formative re-
search function is the function that we're most engaged
in at the Children's Workshop in getting together "Sesame
Street" and the "Electric Company " our new reading
series.
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The third area I would call "operations." It is not
that you're designing program material, but you want
to make some decisions about what to design for whom-
ever to see, and audience measurement methods can tell
you the propensities of any individual if that happens
to be useful in making assignments of material. So I
think that audience measurement can help in making opera-
tional decisions -- if you happen to be a classroom tea-
cher, for example. Or, in the ease of Joe Spaid and Jack
Bond, the question is how do you find materials most suit-
able to a category of kids like the mentally retarded, or
the deaf, or whomever. And those are operational decisions.

The fourth item on the list of areas of application is for
summative research purposes; that is, you've done something
that has to be evaluated and somebody has to make a manage-
ment decision, a cost-effectiveness decision, or whatever,
and audience measurement can be helpful in this evaluation
of the ultimate effectiveness of the program.

Getting away from areas of application (and if anybody sees
areas of omission there, by the way, I would like to fill
out my list) issues that should be addressed if we had more
sophisticated audience measurement methods. We don't really
know much at all about the universality of appeal of vari-
ous kinds of programming. We don't know universal versus
differential appeal of various kinds of programming. We
don't know universality versus differential appeal accord-
ing to demographic categories. We don't know what appeals
more to boys than to girls at different age levels. We.
don't know the demographic clusters that attach to that
particular kind of program content as opposed to some others
That's one way of conceptualizing it. And that information
would be very useful for a variety of decisions -- socio-
logical, theory-building decisions, or commercial television
production decisions.

I think another major social issue has to do with the questi
of whether appeal or taste for television fare can be built.
I don't shrink from the assignment of the responsibility of
saying some values are more worthwhile to impart than others
I think that there are some dangers in saying, "Give the in-
dividual what he wants." I think that there is a danger in
getting overly concerned with audience measures and methods
so that we perpetuate the attitude that has at least been
attributed to commercial, network television programming--
the attitude that we're giving the public what it wants.
I do feel that I could subscribe more to searching for ways
of building taste, but I am very realistic about it. If
we're using the commercial airways, you also have to give
them what they want, and what attracts them. You also have
to build their taste and at the same time you have a big
audience. I don't think thaL that's an impossible task.
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The final area--maybe I shouldn't mention this--the whole
violence issue gets so much attention already, but the
other area happens to be one of very keen interest to me.
It has to do with television violence, and I think you can
address this social issue through the results of audience
measurement applied in this way. 'You really do want to
maximize the audience. That's what sells television pro-
grams. That's a reality. But the question is, what forms
of television programs, other than violence, are equally
or more compelling in their ability to hold auliences?
And, if that's demonstrated, then there's not much excuse,
in my point of view, for commercial television producers
to continue producing violent fare. Now there's violent
fare and violent fare, and indeed forty-three types, and
I think probably as Dr. Tannenbaum pointed out yesterday,
there are various functional concerns all related to it.
It's a very complicated question. But still we can address
that question very truthfully with audience measurement
techniques, so that a seminar like this could lead, I think,
to all these areas. Just recapping and summing up could
lead to various areas of further exploration of various
areas of specific application which I enumerated, and it
could lead to studies which would address highly signifi-
cant social issues. I think that a seminar like this is
very important for all those reasons. And that's what I
have to say.

MARVIN ACK:

I agree that a conference like this is extremely valuable.
But it seems that there are still some initial reservations
as to the merit of trying to s;:.'ody something before you
know what you want to study. And you say audience reaction
is a generic term because the audience could have 1000 re-
actions, and you may study one only because you are capable
of studying it when indeed it's the others that relate sig-
nificantly to the problem and goals of your programming. I

have a feeling that we're going about it a little bit back-
wards, and it may not be possible to come to more specific
conclusions short of knowing what the goals of a particular
program are, etc. There are certain general things which
you must concern yourself with. Obviously, you've got to
get the audience's attention, and it would be good to know
how no matter what the goals of the program are. But beyond
a very few of these, I'm not so sure that we just don't
spin our wheels.

WILLIAM G. DARNELL:

Though we may be talking about differing kinds of methods,
there are different kinds of measures that fit within a
given methodology. Psychologists have a kit bag of methods.
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PERCY TANNENBAUM:

Well, if I can pick up on that, that's the poorest model
to use. The psychologist has been guilty of all sorts
of things but the biggest guilt is walking around with
this kit bag, like a pltimber, as if he could fix any leak
there may be. I think Dr. Ack's comment is very appro-
priate and psychologists have been very poor about this.
We'll give you an IQ test, a Rorshack, this, that, and
the other thing and it may be totally beside the point,
and usually is. And, we have become a bunch of psycho-
netricians; and we wake up and ask, "What does Chat IQ
test really mean?" And suddenly we find out that it's
culture-bound . We didn't look at what the problem was
and what we were trying to measure as long as we had
a measure. I think that's happened in the industry and
all other phases of so-called audience measurement. Audi-
ence measurement is as audience measures do, and vice
versa. And psyChological IQ tests measure intelligence,
but what's intelligence? What are IQ measures? While
we're measuring it, we don't stop and find out. There
are many, many different purposes you want to explore.
I tried to allude to some of these yesterday and a number
of other things. You want to measure the effects of say,
violent content. You try and develop a set of measures
for that purpose. But you don't go in with your kit bag
and do studies of interest.

B. ALLEN BENN

But doesn't goal-setting and measurement go hand in glove?

MARVIN ACK:

I think it's ideal, of course, to measure all along with
it, but both Dr. Tannenbaum and I say that sometimes there
is a danger that we don't set the proper goals because we
have no accounted measure for it. So we accept goals which
we can measure and it bears no relationship to the problem
as it turns out. This is a very, very frequent finding.

WILLIAM G. DARNELL:

Let's take an example then, and maybe we can sort through
and dissect goals as a large category. Then let's take
the 'Electric Company" and see if we can unplug it at the
same time. It's an example of a television program. It's
one in which, up to this point, Ed has dealt with the ques-
tion of formative research, and probably in the area where
it is most difficult to handle. Let's try to put your pro-
gram together. Okay, as you enter your whole area of audi-
ence research (as related to putting a program like the
'Electric Company"together), what are the kinds of things
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that you have? What are the goals of the Children's
Television Workshop relative to the "Electric Company"?
What are the things that it has to do in order to be
successful?

WILLIAM MILLARD:

Pardon me, do you see what's happening here? We don't
set the goals. They are set by the researcher, by the
problem, by the objective, by some outfit that wants
something accomplished. Unless a pure experimenter
like--here he is, Tannenbaum--can set certain goals and
say .

PERCY TANNENBAUM:

Ninety-nine percent.

WILLIAM MILLARD:

But here you have a priority level program you want to
get out. You have certain things that it's supposed to
accomplish and in a sense the goals are being set for you.

ED PALMER:

But to a certain extent, though our goals are out there
and in a sense set, somebody has not recognized them
yet. You can have ultimdLe objectives and have instru-
mental objectives. You can have goals you must achieve
to arrive at your ultimate goal.

MARVIN ACK:

More dangerous is that you often have implicit goals and
don't know them. A good example is the educational system
where you have implicit principles so that if you line six
children up in a row, seven deep, somewhere there imprints
an assumption that that's the way kids learn. Otherwise,
why do it? Everything one does has at some point an im-
plicit, if not explicit, explanation.

I think that in the establishment of such a program, one
of the things that you must concern yourself with is the
hidden agenda. You have certain specifics that you think
you are trying to accomplish and you must also be con-
cerned with the other motivators that exist in you and the
rest of the men producing or putting together a show of
this nature.

ED PALMER:

Yes, indeed. In fact, it's interesting--let me come to
the way in which the method relates to the producers.
We're tailoring our methods on assumptions about pro-
ducers, but quite explicitly. But let me come around too
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that. We were very fortunate to have a period of a
year and a ha) f bPfore the premier on October 25th of
the "Electric Company': We set a lot of goals: to reach
children, to maximize the audience--that certainly was
a goal. Our target audience is a specific audience,
a well-defined audience of 7 to 10 year old kids who are
experiencing reading difficulty. We set a number of
quite specifically stated, behaviorally stated instruc-
tional objectives which were identified to large num-
bers of reading experts, media experts, and all the rest
in a series of seminars. 1 think we are in the fifteenth
revision of our statement of quite explicit objectives.
The producers are producing material and every statement
they produce is specifically addressed to an explicitly
stated instructional objective. We want every segment
to be entertaining and educational at the same time.
When you start putting together a set of methods and
studying this effect-- in our case, we came dev,ril to
three categories, not just three methods: a category
of attentional measurement where we don't use just one
method, but a set of methods. We use a distractor method.
We tried other methods which might be more suitable to
this age group.

PERCY TANNENBAUM:

What sample would you test your "bag" of audience mea-
sures of attention on?

ED PALMER:

Seven to ten year old kids who are experiencing reading
difficulties.

PERCY TANNI1Nr"71"-_

And you don't do it on 7 to 10 year olds who are not
experiencing reading difficulties?

ED PALMER:

We certainly have the final objective of reaching these
kids.

PERCY TANNENBAUM:

That's one difference from what most people were talking
about yesterday; that is, you have to find an audience
ahead of time.

ED PALMER:

Oh, yes.
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PERCY TANNANBAUM:

It's not all 7 to 10 year olds all over the world.

ED PALMER:

Not all over the world . . . But, we assume that if
this show is not popular .with leirlq, if it is a put-
down to admit to watching the show, then we are not go-
ing to hold our audience. We've got to have a show that
is attractive and appealing across the board. If there
are older brothers and sisters who control the set for
these kids, we want them to watch the show, and so on.
There are these other factors running, too. They are
very important by the way.

But we do all our testing on the kids who are.experi-
eneing reading difficulties. We have used a variety
of methods. We tried adapting the Stanton-Lazarsfeld
Program Analyzer to our needs because we thought that
for the kids older than the"Sesame Street" age, we would
need to change our methods. Not so. It didn't work.
The distractor still worked well. My criterion is:
do the producers keep coming to me for information, for
more studies, and say, "that's useful, I'm using it,"
and so on. So we have a family of methods--a set of
methods--the distractor method for watching kids watch
the set and asking them afterwards in, interviews what
they remembered in an attempt to get at what was salient,
not just what was immediately attention gaining. What
sticks with the kid? What might cause them twenty-three
and a half hours later to be back at the set turning the
knob to get some more of the same? That sort of thing.

MARVIN ACK:

Do you see the apparent contradiction between using one
medium to plug another; that is, television to plug for
reading?

ED PALMER:

Quite the contrary. I find that to use a static printed
page is probably going to go out of style. You have so
much more going for you when you can animate print, when
you can control the attention scan across portions of the
screen, when you can make the reading of that one word
contingent upon some understanding. Reading theory is
based on reading practice and not on possibilities. And
television opens up a whole world of possibilities for
addressing the problem of teaching reading. We are just
breaking the surface.
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But, in addition to c'oing attention measurement, we
do two other categosles of measurement, because our ob-
jective is to reach kids and to teach kids. We do com-
prehension testing at any given moment. What does the
individual interpret to be happening on the screen?
Does he comprehend a plot point, for example, as it's
going by? Now we are just getting into correlating com-
prehension with attention and we have found some very
interesting and very encouraging things about people
when they are understanding - - they're watching more.
That's encouraging to me!

MARVIN ACK:

Can it be the other way around?

ED PALMER:

When they are attending, they are comprehending? 'I
don't think. so. We don't assume anything is happen-
ing inside at all. He has his eyes open.

WILLIAM MILLARD:

But when they are comprehending, obviously they have to
be watching.

ED PALMER:

They have to be watching, but it turns oui. LittAL

hensible material is more appealing than non-comprehen-
sible material for a kid of a given comprehensibility
level.

WILLIAM G. DARNELL:

Can that be explained in terms of the whole reality/
fantasy shift?

MARVIN ACK:

I think so. It's an extension to the material that
Bernard Friedlander presented.

ED PALMER:

Our technique is very simple- -well, it's not simple;
in fact, it's the family of techniques that we're just
beginning to explore and develop and I hope somebody here
has done more work than we, because often a lot of people
discover the same wheel. Anyway, for the viewing subject,
we run segments- -maybe once, twice, three times in a row
on a video recording machineand then we'll run the same
thing with the sound off and ask the subject to fill in
that blank. In another treatment, we will run the seg-
ment and the second or third time we run it with the
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picture turned off but the sound going. We ask the
subject to fill in, and we'll find out what he knew
of what goes by. This way, we address both the audio
portion and the visual portion. Okay, so there is the
family of techniques. We can freeze the frame and say,
why did he just say that? What's he doing there? And
we can see how the viewer is interpreting, understand-
ing, or comprehending whatever is going by the screen.
Now we can relate that back to attention measures on
similar kids from the other method. And that's what we
try to do.

We also try to use various forms of achievement measures
because we really do have specific achievement objectives.
We build standard tests where the kid is asked to read
a word, or identify this letter or that letter, or to
fill in the blank, or pick out a letter, or respond to
a multiple choice item. We have specially designed
sets of tests to test these stated instructional objec-
tives and we relate all that material back. In the pro-
cess of this, we often find that, in attempting to get
attention and get the instructional point across at the
same time, what we're doing to get attention is competing
with what we're doing to get the instructional point a-
cross. I remember one little animation we did that was the
first one we ever put out. We were trying to teach the
letter "J" and we had it static in the upper left corner
of the screen and some little guy dancing a jig down in
the lower right. The*kids paid all their attention to Joe
the Juke Bug and they never even saw the printed letter
"J" that we were trying to teach them. So there we had
it going in competition. In direct response to seeing that
happen, we designed segments where someone wrestles with
the letter. The letter was part of the dramatic action
and the kids learned better from it. And they attend more
simultaneously. They don't have to compromise attention
and learning as it turns out. Or, at least, that's one
of our premises. Now, what was the original question?

HARRY FRANCIS:

Why did you test the Program Analyzer and then not use it?

ED PALMER:

We tested it because wo knew of its availability. The
Distractor method was really designed for little kids
who we assumed couldn't give a very active response.
It came out of a study of a search of ways for testing
kids from 2 to 5 years of age, which I completed before
"Sesame Street" was conceived, I guess. We wanted to
explore the various methods that might be available to
see what would be most appropriate for 7 to 10 year old
kids. There was a thought that with these kids you could
get a lot more conscious response. A button pressing
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response I think would be a much more cortical kind
of thing than an attentional response which is a
primitive brain stem response. But I think that
when the kid is in the Distractor method he is very
unaware of the information he's giving out or the
fact that he is judging the material.

FRANK FURBISH:

Is your Distractor material standardized on all as-
pects and played in the same sequence each time, or
is it variable.

ED PALMER:

Only by chance would it be the same for two successive
kids--the same set of slides against the same set of
program material.

WILLIAM MILLARD:

Before we get too far away from brushing off the Program
Analyzer approach, we have been doing this for ten years
with kids from 8 to 12 years old, and it has worked very
well.

ED PALMER:

Okay. I remember the initial question. It was how does
the method relate to the producer himself? What do you
assume about the producer himself? What do you assume
about the producer as a person in putting together the
method? Well, one of the things that we wanted to do
was to cause the producer to attend, moment-to-moment,
to the program he was putting together. We didn't want
him to say ho had a popular or an unpopular show with
the frame of mind you have when thinking about Nielsen
data. I really assumed that if he uses a research method
that puts out data every seven and one-half second inter-
val

WILLIAM G. DARNELL:

How does a Program Analyzer do tha?

ED PALMER:

Coming back to Program Analyzer, it turned out for us
that it didn't give full data on the part of every sub-
ject at every data point. We built a poor man's version
with a red button and a green button, and we gave these
to little kids and asked them to respond. The instruc-
tions to them were something of the form that we saw
given at the CBS building in New York where the master
machine was installed. We told these 7 to 10 year olds
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(again, remember they are experiencing reading diffi-
culties) when you see something you like, push the
green button; if you see something that you don't like,
push the red button. But what happens as they are watching
a half-hour program or a fifteen minute program is the
kid's going along and he's liking what he's watching so he
pushes the button for you, and pushes, and pushes, and
pushes--or not. But continued persistence in pushing or
non-pushing is not necessarily correlated to liking and
not liking. The kid gets caught up in what he's watching
and he uses this.

PERCY TANNENBAUM:

Maybe he actually likes things and keeps on pushing. Now,
how do you separate the actual data from your assumption?

ED PALMER:

You look at the data, and you look at the television con-
tent on a moment-to-moment basis, and nothing in your
guts you that it has any correlation.

WILLIAM G. DARNELL:

Sounds like what Bernie Friedlander was talking about
yesterday. There are two differences that stand out to
me between Distractor Analysis and the Program Analyzer;
and we'll simplify it. One, the Program Analyzer, and
I'm thinking now of Bill Millard's version which has the
little thing that has to be moved around. You have the
subject participating. In the case of the Distractor,
you don't have the subject participating. And we were
talking before about sounds and the keys of sound as.far
as queing, and the fact that you can, in fact, be attending
to a television program -- even to an instructional program,
even to learning from that instructional program, using
sound only.

IIERCY TANNENBAUM:

There's a big difference between the two. The most
fundamental difference is you are measuring two totally
different things, and if you want to insist on putting
them together, you may be wrong. They may correlate at
times, but then again, they need not. One is a judgment
of preference or liking and it is a judgmental matter.
Another is a measure of what a person is doing. You
can attend and not like it, or you can attend and like
it, and vice versa. So I don't see a necessary correla-
tion between the two, and that is the fundamental difference.
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ED PALMER:

How would you get liking and not attending?

PERCY TANNENBAUM:

Easily.

ED PALMER:

There is a term used in advertising called the "discount
factor" -- that an audience looking at a claim in a commer-
cial will discount that claim according to some of the
motives of the claimant. Our producers work with a
discount factor, also, they used the distractor
material. We insist that they, do, and that they not
assume that its giving them auditory information. In
the case of the"Electric Company; case in point, we wanted
to simply and directly address the kids with a directive
once in awhile -- to very directly say "PH" and "F" both
have the "F" sound, and to simply say it straight out.
This could be very tedious and you could lose your audience.
So our producers designed a guy called Crank, and he calls
on the telephone and says, "What was that all about?" --
you never see Crank, you only hear him. So all the instruc-
tion is coming through the auditory message over the audi-
tory system. To look at the distractor graphs, when Crank
comes on the lines go right down to the bottom. They don't
have to watch. You relate it to the achievement data and
they are learning something from it. That's all right, go we
don't pay any attention to the distractor data in that case.

COLIN MacANDREW:

Have you addressed the question of what the audience perceives
itself as doing? Do you want the 7 to 11 year olds to sit
down to that set in order to enjoy themselves and get them
to learn how to read? Or do you want them to sit down and
learn how to read and, by the way, they might just enjoy
themselves? How do you want them to feel?'

ED PALMER:

One thing became very clear. You're not going to deceive
these kids about the fact that you're teaching them reading.
But, now we enter into the realm of purest speculation. In
most cases, when have a second class citizen we give them
crap in this country. We really do. We give them ghettos
to live in. Give us your sick, your poor and all that stuff
-- I don't want to get up too high on my soap box, but
isn't it going to be a rather remarkable thing that here
we have those kids who are punished as they sit in their
reading circle, if only by the fact that they are stumbling
and the other kids in the reading circle aren't.
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But hero we have a non-punitive medium for one thing, and
that's great. The kid can watch anonymously
and he can learn painlessly, I presume, but he knows he
is learning and he will be learning from a message presented
in a palatable form. I think he will enjoy that. The
upshot of my soap box spiel is that in connection with
second class citizenry this kid is going to recognize that he
is getting a thing of "class" that is getting a lot of
publicity. It's flashy, and it's for him and his problem.
That's an important point.

WILLIAM G. DARNELL:

ED PALMER:

I want to finish an important point. You talked about
selection of kid's problems. You talked about content
knowledge learning. Dr. Tannenbaum and Dr. Ekman talked
about resulting behavior. Sometimes that resultant be-
havior is something you're trying to accomplish and some.-
times it isn't. But you should be aware of the possible
resulting behavior. Dr. Ack discussed some behaviors
resulting from watching the Cookie Monster.

As you go back to what your objectives and goals are for
the program, there are certain resulting behaviors that
you want. Okay, you want the kid to go and look at pictures
in a book, for example. But we don't want him to beat up
on the kid next door because the Cookie Monster has gotten
to him. How do you deal with that? Is this the area that
is most fuzzy at this moment?

We audi with it constantly and very seriously. We get an
enormous number of responses: everything from the lady who
testified in Congress that "Sesame Street" viewing is going
to create a generation of drug addicts, to the Women's
Liberation who came near to picketing us, to a response from
the Spanish-speaking community that we were not doing
enough to address their particular problems..

PERCY TANNENBAUM:

ED PALMER:

What do you do about it?

We do everything that we possibly can. We set up Boards of
Advisors to be responsive, Everything that you do has some
possibility for a socializing effect. It's a side effect
in many cases, or a wanted effect.

PERCY TANNENBAUM:

Ed, say I did a study five years later and I found among
viewers of "Sesame Street" that there was a higher
incidence of drug use than among non-viewers and I came
back to you with this hard data, ycu would say,"Gee, how
can you say 'Sesame Street' caused that?" Right? Or would



you accept that?

ED PALMER:

- 123 -

I would probably deny it. I wouldn't want to believe
it, if I could, but say that I couldn't.

PERCY TANNENBAUM:

That's the one problem we have in this business. There
is, a difference of one standard deviation in reading
tests -- we say it's an effect of "Sesame Street", if
there's a difference in the deviation in drug use, we say
it has nothing to do with it because it was not listed in
the objectives in the beginning and so on.

ED PALMER:

I know that Bill and Allen Benn here are probably as heavy
as anybody in the country concerned with cost benefits
analysis, and the question is, if you put in the cost,
what's the benefit? Has it been worth the cost? And,
so on. You also have tradeoff factors. What have you
given up for what you've gained? These are all factors
to consider. And the biggest problem, I would guess,
although I don't know anything about cost benefit analysis
is in getting a handle on the benefit.

WILLIAM G. DARNELL:

You will probably hear about it if it is a negative
benefit.

PERCY TANNENBAUM:

I don't know, maybe more drug use is positive. I'm just
talking about attribution of the effect before I make a
value judgment.

BERNARD FRIEDLANDER:

How do they link up "Sesame Street" to drug addiction?

ED PALMER:

* The logic is a little difficult to follow, but it goes
something like this. It is a very fast paced show that
creates a lot of excitement, and later on in life kids will
never be able to stand an empty, unexciting moment. Not
being able to tolerate an empty moment, they will go out
and take drugs.

BERNARD FRIEDLANDER:

Did the lady that reads to me teach me to read dirty books?
tAre you ready for the ones who are going to say the 'Electric

Companyvis going to teach them to read dirty books?
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WILLIAM G. DARNELL:

My point is that there's a base to that argument and
it's not hard to connect up- to exactly what we went
through yesterday in terms of the whole general
theory of arousal.

ED PALMER:

Fortunately I don't have to resolve this. We share
this with an advisory board of the best heads we can
put together. People will make judgments and . . .

PERCY TANNENBAUM:

People are making them, but not doing the judgments, the
research. You have research when judgment isn't adequate.

ED PALMER:

Let me give you a very direct response to what you're
asking. The question came up whether some of the
flashing materials on "Sesame Street" initiated
epileptic seizure. There was a report from a physician
in California that parents of two of his patients had
reported seizures coincident with "Sesame Street" viewing.
We commissioned a guy to study that phenomenon, to study
those pieces of materials, and to investigate very specific
cases and their pattern. We got a full report and recommen-
dation and reviewed it carefully.

PERCY TANNENBAUM:

Let me talk about the other one that came up in England
about your approach to teaching. In addition to learning
reading, you want the show to be popular and so you use
the kinds of tactics that you decide will make it popular,
by research and presentational factors and so on. The by-
product of this, intended or otherwise, is a greater sus-
ceptibility to that kind of advertising appeal for all
sorts of products.

ED PALMER:

Teaching reading for a greater susceptibility for reading
pornography . . .

PERCY TANNENDAUM:

No, teaching by certain techniques, Teaching "A" by a
certain technique conditions you for the technique and not
for the skill. Or it's in addition to the skill. This is
a well established psychological fact, not on the kick-
back of measures, but of theory, and there's nothing
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bizarre about this kind of argument. And that is what
your lady in England was concerned about. Not only is
it hucksterism duff, but it can have unwanted side effects.
It's perfectly plausible. It is quite separate from the
epileptic one which is a very specific thing that may
never hurt a producer, It may actually exist, but you
can test that out rather quickly. But this other thing is
more long-term testing, and so on. And the very success of
your program is why you guys get asked these nasty questions

MARVIN ACK:

You see, it really is an important question so far. In
fact, there are two we spoke yesterday of, pleasure as one
of the principles of learning and we said that one of the
experiences of pleasure is the, solution of problems. But
if you produce learning in a picayune method which is
incongruous for learning in any other way outside that
"Sesame Street" show, you may have ultimately produced a
conflict.

There's another context in which something occurs. A
mother spanks a child. The child learns he had better
not do that. But he may also learn that it's okay to
hit somebody as long as you're bigger. How can you tell
what he's going to take out of that situation? And the
context in which something occurs is usually much more
important than the specifics.

WILLIAM G. DARNELL:

Well, we may be in a dilemma that we can't get out of.
As we said yesterday, a given piece of material for any
given person can create any 'number of specific reactions.
We were talking about facial expressions within the case,
but it seems to me to be a trap of mass media generally.
It's a box that we can't get out of. It's a paradox in
the sense that mass media puts its offering out but it
has not real control over who sees it. Its target is
the largest number of persons that it can reach, which
is fine, but as a result, there are sub-groups within
the population who are going to come across it and have
negative effects from it. Education, generically, is in
the same category. It is a mass operation thing.

I wonder if we can do anything about this? I suppose we
can build the body of research data. And let's close out
the studies of Tannenbaum, Ack, Ekman and others. We can
isolate and identify the types of creatures who are going
to react in certain ways to given offerings. But until
we have some control over who views our programs, can
we use that? I'm thinking of the number of examples that
you gave yesterday, and we're talking about the 5% phenome-
non and the 2% phenomenon.
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PERCY TANNENBAUM:

Well, I'm much concerned about this. The nasty lesson of
the last couple of decades' is that our mass system of
everything, our whole economic system created a minority
of five,- ten, fifteen percent of the population (depending
on where you draw the line) who get short changed. And
suddenly you want to appeal to them, and so you design a
special program for them and the more successful that
special program is for them, the more it creates ,another
minority who are also getting short-changed for a different
purpose. And you say that's a necessary by-product of
everything we do. We never are 100% on anything. The very
tactics that may teach these kids to learn may well teach
other kids not to learn, It may turn them off in bchool
because the teacher doesn't do a jazzy jig.

HAROLD KATZ:q

I think that's a by-product of technology.

WILLIAM G. DARNELL:

Yes it is

HAROLD KATZ:

The fact that the only way to deliver the information is
through mass transport. If you want minority programming,
you have to be able not only to create the program but find
an information channel that directs it to that minority
exclusive of the others. As long as you are on a mass
transmission, there is no way . .

PERCY TANNENBAUM:

Not necessarily, we can forewarn. We do this through
government. Why don't you do the most logical thing.
If you have the information, tell people. They can still
make their choices. Let them do the selection. That is
what freedom means. But give them a range of selections
and give them the information, as much as you know, with
the uncertainties you have, to guide their selective process.
Then, if they want to be a member of the minority, that's
their business.

HAROLD KATZ:

But in television you're faced with technical limitations.
You have a certain amount of information to broadcast,
and a limited channel capacity. You have millions of people
whom you want to subdivide . . .
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PERCY TANmVNBAUM:

Even with the limited channel capacity, we are not using
up Lo those limits. . .

HAROLD KATZ:

But how many million people have access to ten channels?
Seven million. How do you subdivide the programming to
make it significant? The numbers just don't work out
right. You need another delivery scheme. If it were
magazines or printed materials you could send for specific
individuals and get a minority grouping. People have the
ability to select. But you may wish to sit at home and
select one of a thousand channels but there is no way of
getting a thousand channels to you.

PERCY TANNENBAUM:

I grant you, when the technology of cables is more
expandible, we'll have a greater range of choice. What
I'm afraid of is given that greater range, we're not
necessarily going to have greater choice. If it is still
going to be the law of big numbers that's going to dominate
(Which dominates now and I don't see any reason why it
shouldn't), and if it is going to be a commercial medium,
then that's what everybody is going to want to grab.

HAROLD KATZ:

If they see both the commercial medium as well as a
social medium simultaneously . . .

PERCY TANNENBAUM:

Why can't the ten channels be available?

RICHARD GIDEON:

First of all, there aren't ten channels in most cases. We
are dealing with New York and that's about it, or maybe
Los Angeles, it's more like four.

WILLIAM G. DARNELL:

Well, he's talking of channel capacities, not the number of
stations that are on the air.

RICHARD GIDEON:

It doesn't mean anything, who's going to put them on.

PERCY TANNENBAUM:

Channel availability doesn't mean a thing unless you
produce programs for it. If the programs to be produced
are to sell to the laraest number, we arc going tc have
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more of the same kind of competition. We are not going
to necessarily have diversity even though we have the
opportunity for diversity.

HAROLD KATZ:

I agree with you if the materials could be prepared in
a static form. Maybe if you are going to produce some-
thing we could put it on film or tape and have it dis-
tributed. There is a limitation to the diversity of
that material and it's going to be very expensive to
produce.

What other kinds of programming are available to you
now that do not have these cost factors involved, and are
easily disseminated? Why don't we look closely at why
the answer is always negative everytime you ask the question,
We're up against a stone wall every time this topic . .

MARVIN ACK:

ED PALMER:

There is something that is not always recognized and it's
the best of American education, in the broad sense, that
is, problem solving. The truth of the matter, of course,
is that the solution of every problem is the creation of
three more problems. But we never try to say, if I solve
this problem,what problems will I create? You want to
solve a reading problem, and all we are asking is that you
be thoughtful about the other possibilities that will occur,
not that there are many necessary by-products.

However, we do give attention to it. In addition to
,identifying the goals we set, we have asked our advisors,
and we have asked ourselves repeatedly -- will this actually
interfere with anything, with the reading programs going on
in the schools? Will it have any negative effects? It
gets to be an awesome business when you are getting out to
seven million kids a day with an hour long television pro-
gram and a very complicated format. It has different
people relating to each other in different ways which
become models, it has flashing lights, it has infinite
L:onsequences. Some of them are going to be negative and
unavoidable. Somebody is going to have to say,"It's okay,
anyway, because of the grains and who

. . ."

PERCY TANNENBAUM:

In any business, you see, as long as enough people
like it we won't look for the other things. You don't
look at them with the same degree of purity and effort.
You have this battery of measuring for these, but not the
others. The others are decided by a panel of knowledge-
able, interested, Lesponsible citizens.
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One thin'g that you can do as a program policy posture,
is to take the conservative approach and change something.
At first. I think this is very germane to the question of
programming and television violence. That is, if there's
a possibility that violence in children's television
programming, and television in general, is going to have a
negative effect, then to the extent that you can control
that, simply don't do it because there is a possibility
it hurts. The networks tend to take the point-of-view
that until it's proven negative, they will go ahead and do
it. I think the very practical reason that they doit is
that producers can crank that stuff out very easily.

HAROLD KATZ:

One of the questions of the side effects of the given
program is one issue to the question of trying to answer
the request that Spanish people have made.

ED PALMER:

They are saying that they are not being treated as a side
effect with a definite message.

BERNARD FRIEDLANDER:

This is directly related to what I have been wanting to
say. It's a general issue and it's specialized subject
treatments and selective audience. It's easy to illustrate
with a reading model and I happen to know something about
reading and language. There are about 6 or 7 major-cate-
genies that can account for kids not doing well in reading
in school. There are about 35 to 40 percent of the kids
who are less responsive to reading than the teachers think
that they should be. In fact, 50% are below the mean.
So we are dealing with a very large category of kids with
reading difficulties. There are 7 or 8 major sub-categories,
and these sub-categories are very highly differentiated.
They are so thoroughly differentiated from each other, in
fact, that I can make a professional judgment with great
confidence that your program, no matter how good it is, will
probably only deal with two, three, or four of these sub-
categories. . .
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PERCY TANNENBAUM:

only some of the kids.

BERNARD FRIEDLANDER:

But here's where you get to the selective audience
business, selective treatment, and audience misuse.
I also know about public schools, and what they are
going to say is, "Well we tried this on them. We
tried that on them. Than we tried "Electric Company",
and they still aren't reading." And then the kids
are thrown away after they try X, Y and Z.

ED PALNER:

Theyare thrown away already.

BERNA"D FRIEDLANDER:

I'm not blaming you for that, but you've got these
selective instructional objectives which are very difficult
to sub-categorize in a diagnostic sense. It's a problem.
There is no answer There's no moral posture that is
going to solve the problem; no policy, and no tactic.

ED PALMER:

There are tactics that can help. You can set advisory
groups, you can set up studies -- acquire information,
you can read your mail when it comes in. You can design
a program that's evolvable, you can share the review
with the best . . .

BERNARD FRIEDLANDER:

I remember an old article that I wrote dealing with five
fallacies of educational innovation, and one of them was
the fallacy of the best brains. The general burden was
that when you get the best brains working on a problem,
you are not necessarily any closer to the solution . . .

HAROLD KATZ:

Should we turn to the measurement problem for a moment,
Ed, because part of our interest is in measurement tech-
niques. What samples do you use and do you think about
testing them in the normal environment? What are the
limitations you can now see in your current test procedures?

ED PALMER:

We do performance testing with children, predominantly
when you can get them in groups. That's for efficiency's
sake. So we go to schools. The "Electric Company" was
designed to be seen by children at school or at home.
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The big follow-up study on the "Electric Company" is being
turned out by Educational. Testing Service which tests
children exclusively in schools because that's where you
can get to them to test them. But some of them are in
towns where they can only see the show after school, at
home. So we will be testing in both places. We will be
testing its effect on.first graders, second graders,
third graders and fourth graders for in-home and school
viewing. Of course, we will be testing its effect in
relation to the two or three major types of reading
instruction.

HAROLD KATZ :

You are working with a very small sample. How long does
it take to work with these?

WILLIAM G. DARNELL:

I think Hall is heading toward what I thought about as
soon as I saw the demonstration of interactive television
yesterday. If your kind of work requires taking kids out
of the home and testing them in a day care center or setting
them up in a room that you might have up there at Lincoln
Plaza, it may, in fact, be tainting the situation. But
there is the possibility here, for example, of wiring
fifty homes and - we're talking just possibilities.

ED PALMER:

I would love to have a two-way cable television system
plugged into the home, reading back to me, instant-to-
instant, the number of people watching, every channel,
and I would like to see that broken out by demographics.
That's what I'd want.

PERCY AUM:

Let's say it costs money to do this. Bringing in 12, 20,
120 kinds into a phoney laboratory situation, has nothing
to do with the real life situation, but it's much, much
cheaper. However, before you changed the situation, would
you not first want to ask the question, "does it make a
difference?" You're assuming. Everybody walks around with
the assumption that if you take them out of the real life
situation, you're changing everything. That, gentlemen,
is a hypothesis and to start going into technology just
on the assumption without checking that assumption is
irresponsible.

WILLIAM G. DARNELL:

Again, history and methods are driving us. In other
words, the reasons we have always had them in labora-
tories is that we couldn't control the environment,
didn't have the technology. I'm not saying throw out
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the laboratory, but are you ever going to be able to
test the hypothesis of the laboratory versus the real
life?

PERCY TANNENBAUM:

ED PALMER:

We'll test It doesn't make any difference, don't
worry about it. If it does make a difference . . ,

What I'm.very upset about in any business, and education
is full 'of it, including me, is we work on our assumptions
without ever demanding proof from ourselves. We have
righteous indignation when they are challenged because we
mean well a(1 that's enough to carry the day. And it
isn't. And this is just a trivial, example of that. But
assumptions should be checked, I think, before we jump to
conclusions. The natural situation as a place for testing
doesn't have any great appeal to me intrinsically.

If I have a reason to know who's attending to what out
there and I want to know whether.a less expensive labora-,
tory works, then I'm only dealing with an economic problem
from a technical standpoint; not social goals, that sort of
thing. It's a straightforward thing to test d laboratory
situation, and to correlate those results with the results
in some other context. I have all the data I need.

PERCY TANNENBAUM1

All I'm trying to say is that if "A" predicts "B" it does'n't
prove the validity of "A".

WILLIAM G. DARNELL:

What about desired behaviors? We have spent some time on
undesirable side-effects of programming. I think that
we today can be summarized by saying that perhaps the source
of the "best" we can provide is out of the body of socio-
logy, psychology and the like and the first principles of
human behavior and these are some things that you shouldn't
do. But even this is kind of hairy, and from the point of
view of putting the burden on television to prove what 70
years of psychology hasn't been able to prove (given that we
can like those first principles), seems to say that this
particular area of research has to continue on a special
studies kind of basis. It is net the total responsibility
of the media but maybe the media can help encourage this
work. What about desired types of behavior. What about
again talking to the "Electric Company" as our model?
We've been searching for a base to hang on to. We could
be talking to 'a program Meredith is doing or the like
just as well, but what about desired behaviors? You want
something beyond. .

Dr. Ack, let's suppose there is something beyond reading
ability that we're interested in. Are there certain
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general characteristics of a person who is going to
pursue reading or is the only way we are going to be
able to deal with that now is to go out and see in
fact whether or not they do it?

MARVIN ACK:

There are a lot of criteria for measures of effectiveness
if society cares enough about whether or not these kids
really read well enough to follow instractions and fill
out application forms and things like that. I don't
think it's appropriate to ask if their lives are going-
to be turned around and are they going to become fully
culturated readers and incline their behavior models out
of books such as Rebecca of Sunnybrook Farm and Jack London
and so forth.

PERCY TANNENBAUM:

That wasn't asked. The question is "is the reading of
anything increased?" So why do we have to create all
these reading skills when we are a non-reading society.
That's where the paradox is. It's Marshall McLuhan in
reverse. lie uses books to sell verbal media and "put
down" the printed word.

WILLIAM G. DARNELL:

But we have more assumptions that we're making: One,
reading is good, and two, we want people to read.

El) PALMER:

For utilitarian reasons.

WILLIAM G. DARNELL:

The reason that "Sesame Street" is into reading is that
somehow or other society says that reading is a good
thing and kids should read. Schools are in the reading
business or should be in the reading business for the
very same reason.

BERNARD FRIEDLANDER:

To answer a question, I am close enough to the reading
field to believe that there are no real evaluative
measures of the role reading plays in children's lives.

WILLIAM G. DARNELL:

Ignoring role, right now, I'm just talking about behavior;
do they read or don't they read?
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BERNARD FRIEDLANDER:

I'm not aware of any measures.

PERCY TANNENBAUM:

You see, we have a mythology in our culture, and if
we go to another culture where illiteracy is the rule
rather than literacy and we have more than 50 percent
illiteracy, that is a real question that they should
vest a great deal of their efforts to, by any kinds
of means - -"Sesame Street" for improving illiteracy.
We create situations that make the demand often, and
then change the situation and change the demand accordingly.

BERNARD FRIEDLANDER:

Today, one can learn as much from watching T.V. news
a§, your ordinary newspaper reader gets from buying the.
tabloids. One can be a good citizen in terms of
participating in the democratic process these days with-
out being a reader, and we originally made the mythology
of reading American Democracy, The Honest Man and so forth,
in order to participate in the government process.

PERCY TANNENBAUM:

Do you see in the not too distant future a television
viewer comprehension test?

BERNARD FRIEDLANDER:

Magnificent idea. In my mind, some day soon they will be
teaching children in the schools to be competent T.V.
viewers. In fifteen Years it's going to be a Ph.D.
speciality in a mid-western state university and it's
going to be like Driver Education Ph.D.'s -- you made your
prediction and I have made mine.

JACK BOND:

I have had some close experience with West Virginia
University where some fellows out of Africa were coming
to make T.V. tapes to teach the farmers how to overhaul
the carburetor of their tractor. These people were
completely illiterate, but they were going to use tele-
vision because they could show it on the spot, pack it
around, and the like.

FRANK FURBUSH:

And it works?

PERCY TANNENBAUM:

It is often better than a manual, even for literates.
I can never put together my carburetor from a manual.
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FRANK PUR13US11:

You can't put it together from a T.V. script, either,

BERNARD FRIEDLANDER:

Anyway, to get Lack to the question, the whole business
of reading is so penetrated with mythology and reality
that it is no surprise to me that 50% of the readers
are below the mean.

LILLIAN AMBEOSINO:

I note that this is not in the discussion. However, if
I were Mr. Gideon, Miss Stein and Mr. Francis, at this
point I would be somewhat confused as to how to proceed.
On the original premise of this seminar which was "How
are we going to use some of these audience measures to
create, hopefully, better programming?" . .

WILLIAM G. DARNELL:

The track that we were taking before our exercise with
the "Electric Company", was identifying measures, to
make things better for what. We hadn't been able to
isolate the kinds of things that we were talking to,
but I think that we have now, and it even has expand-
ed a little bit.

We have talked about selection; we've talked about
things that relate to the selection mechanism; we've
talked about the standings; we've talked about the
distractor analysis, and modifications of it; we've
talked about things that relate to interest, and
interest which relates to selection; we've talked about
content.

Another category we have discussed is a thing called
"resultant behavior: both desired and undesired, and
the feature of handling the side-effects.one thing
that was immediately clobbered was this whole issue
of the undesired side-effect behavior. Our problem
here is that we haven't any methods, also, we are
talking to the whole field of psychology and human
development and the like when I'm not even sure that
we have the first principles. We have touched upon
desired behavior specifically. For instance, an
advertiser has a desired behavior that he.is looking
for based on his ad. The reading program has specific
desired behavior that it is looking for based on its
objectives. I'm not sure that the desired behavior
is for a lot of entertainment-type programming. We
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might want to shift back and talk to this.

And then there is this whole funny category of
emotion, and affect and the like, and the way in
which it somehow relates back to behavior.

From the point of view of selection, we talked about
various attention patterns and moment-to-moment
measurement of that kind of analysis. Dr. Millard,
Jack Bond and Joe Spaid, and Ed have each talked
about this and how they want the overall moment-
to-moment interest level up to a certain point.
We also talked to these patterns and how they may
relate to the returns to the programs. There may
be ideal patterns as far as television is concerned.
I don't think we know at this point, and this may
be where we have to take summative measures in
order to talk to what kinds of program structures
are going to be watched and are going to be returned
to.

We also moved into the whole area of relevancy and
content; that is, in addition to pattern, you need
to meet the viewer as far as the need that he has
--Standards versus Reality --Resolution of know-
ledge needs, and so on. These things begin to get
into measures of learning and comprehension. Ed
was starting to talk about comprehension testing and
filling in the video and filling in the sound, Is
he in fact tuning into that task, etc.? Shall we go
on with the testing to see whether or not he did?

PERCY TANNENBAUM:

The big effort now in most testing is to make the
learning enough that the information acquired is
useful in solving a problem, say. And then the test
is, how well did they solve the problem? There
is a lesson here in language research. We spent
years and years seeing retention scores for different
kinds of sentence structures, and you will find that
what is retained is not just saying what's useful.

WILLIAM G. DARNELL:

That's an issue relevant not to your particular
method, but to whether or not you chose the right
objective to start with. Resultant behavior seems
to be a situation in which again, not much has been
done but we have techniques that we can use: split
cable, videocon kinds of things to observe and watch
and gather data. But in terms of methods for research-
ing the results of the behavior phenomenon, they seem
to be unique to what we're going after.
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MARVIN ACK:

I would like to put in my particular bias here. I

think we have had an uncomfortable concern in the
United States for numbers. And if we don't have
sufficiently large numbers, they just get discounted.
What we are suggesting here is, if you study something
on a test which has reading, you will get large numbers,
and will he terribly impressive; and there may be a
whole host of other things which go ignored. I would
much prefer to see you put some money into a small
sample of children and really study in-house the
resultant behaviors. There is more opportunity..

HAROLD KATZ:

Why do you say, do it only in a small group?

MARVIN ACK:

I think that cost-wise it is just overwhelming to do
it any other way.

HAROLD KATZ:

Here is where I think that technology can expand it.

WILLIAM G. DARNELL:

We are all in the position that as soon as you expand
your numbers, even if technology allows you to do it,
there's the trap of getting into the computer business,
among other things. You become inundated with data,
and suddenly you can no longer work with this data.

PERCY TANNENBAUM:

We just need a small sample. There are also redundan-
cies a small sample is sufficient in some cases.

WILLIAM G. DARNELL:

So there's another reason for small sample beyond the
cost.

BERNARD FRIEDLANDER:

I will try to amplify what Marvin said. If you do
this in an "in house" job, then you don't have to
rely on your experts so much.
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HARRY FRANCIS:

We're tending to slide away from the specific goals
that you are trying to achieve educationally and
move back to the general topic of maximizing audien-
ces and developing techniques to study universality
of appeal. We might be able to average some kind
of general goals which would satisfy your needs and
then pull hack into the methodology to come up
with these goals.

EDWARD PALLIER:

I would really like to see us get at the methodology
thing. I think that there may he a timidity to
simply addressing research methods on the basis that
you must first have identified problems. I don't
quite buy that. In fact, I very strongly don't buy
that. I think that if I have a problem, and I go
out using the broadcast medium as my instrument of
addressing the problem, I Want to have as full a
kit bag as possible, as big a repertory as possible
of existing methods, and then I'll decide what to
use. I hope that I'll not blindly use the instrument
simply because it exists. I might even modify it
to fit my special use. But in the meantime, I
would like to know as much as I can about what is
available everywhere.

WILLIAM G. DARNELL:

Harry, you are linking the term "universality of appeal",
with the word selection.

HARRY FRANCIS:

And attention and comprehension.

WILLIAM G. DARNELL:

This is the returning program phenomenon.

HARRY FRANCIS:

Yeah, and that's one area we want to have some means
of measuring. The other area is behavioral response,
so that we know cause and effect. And to me the problem
is just as simple as that. I want to know how to maximize
audiences and I want the cause and effect.



-139-

WILLIAM G. DARNELL:

Now what exactly does "maximizing audiences" mean?

RICHARD GIDEON:

Maybe I could explain that. Take a free station
market where the average audience would be 33 percent.
That would be successful for an average. It doesn't
even have to be 33 percent of the audience. It could
be 25 percent, but it cannot be 10 percent. From the
point of view of the general manager and program
manager, you appear unsuccessful if you produce a
show that only reached 10 percent of the audience.

LILLIAN AMBROSINO:

There is really a missing link in the conversation.
Perhaps it's irrelevallt as a topic of discussion, but
I am sitting here trying to put myself in the place
of Miss Stein and some of Mr. Gideon's and Mr: Francis'
people, and in the end, a producer and staff have to
make the progr.am. Is that not true? They have to
make these programs in full belief that their criteria
will be satisfied, that they satisfy the real need
of the audience, and hopefully, in conjunction with the
researcher. Now, the producer needs a certain kind
of intuition, to make these programs. He needs time
to develop them, and hopefully, he can develop them
with the help of these researchers. But he cannot be
told, it seems to me (and I am thinking of every really
successful program in every sense of the word). "Gee,
you've got to reach 20 percent of the audience first",
because if he's told that either subtly or overtly or
however, he can't produce the show, because the research
people can't possibly bring a formula for the program.

RICHARD GIDEON:

We would never tell him what to reach. That's the
whole point.

LILLIAN AMBROSTNO:

But he doesn't know what to reach...

WILLIAM G. DARNELL:

No. But he does have a constraint. If his program
doesn't reach 20 percent of the audie'lce the first
year, he doesn't have a second time around.
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LILLIAN AMBROSINO:

And that's the'problem that somehow we have to contend
with. What you are asking for, in effect, is instant
success.

RICHARD GIDEON:

But if there's no one watching the show...

LILLIAN AMBROSINO:

Ten percent or 15 percent is not low. Let's go back
to"Hot Dog", I understand from everyone that it was
a good show. Do you agree?

RICHARD GIDEON:

Yes.

LILLIAN AMBROSINO:.

Now we would not have known what happened to"Hot
Dog"had it been on for the second year. The
second year it could not only have been improved
from the help of the researchers, but it might also
have been able to build on the exposure of the
first year.

RICHARD GIDEON:

I think you could count on one hand the number of
programs that have ever developed after a couple of
weeks.

BERNARD FRIEDLANDER:

I can tell you a story about Captain Kangaroo's
first year, he almost went off the air. There was
a parent group in Syracuse that gave him an award
spontaneously. It came from nowhere. He gave
lectures to this group, received an award, and
they sent a letter to CBS. CBS gave him a second
year.

LILLIAN AMBROSINO:

And there's another story if I may interject it. At
that time Lou Collins, President of CBS, happened
to have a feeling for little kids and he was willing
to let him go on for the second year.

BERNARD FRIEDLANDER:

It was a personal element that went outside the big...
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PERCY TANNENBAM:

There's a third version of that, but, what's important
is not the version. What's important is--OS%

AMBROSINO:

he fact that they made an exception to the usual

ALLEN HENN:

How much of success is due to self-fulfilling prophecy
the way it's placed on the air, the time period

and the advertising that goes with it?

RICHARD GIDEON:

Very much. Many hundreds of shows have bombed in
one area and then after being moved have done very well.

WILLIAM G. DARNELL:

Let's suppose that we were five weeks into a program,
the ratings are coming in and you have also been able
to gather other information from the viewing audience.
You find that the program isn't working for particular
reasons, and the opinion is that the reasons are, x-,y,
and z. Similarly, from the volume of data that you have,
by whatever technique, you find that also in your
formative studies there were patterns relating to the
kinds of thi.ngs that are now being said. Now ,you are
in a "fix-,it" mode, rather than a "one-shot" mode.
Can broadcasting respond in a fix-it mode? If we
offer methods, techniques, measures, and the like to
commercial people, can they use them? Is there any way that
you can change your program five weeks down? Maybe
not to change it's substance but maybe to change its
appeal.

HARRY FRANCIS AND EDWARD PALMER:

Yes.

HARRY FRANCIS:

We have show doctors who go out and do that sort of
thing. Both the producers, and the guys that go out
to clean up the mess, need tools. They need to know
more about how people behave, how people respond. This
is exactly why we're here.



-142-

BERNARD FRIEDLANDER:

(?) does a lot of this. He researches a station's
profile, usually in the news area. The station is
in second or third position with its news, and based
on the findings, he may change the news commentator,
he may change the pacing of the show, the stories--

EDWARD PALMER:

and changes the news -- This may be germane to both
the general topic and to what Harry is doing right
now in the production business; that is, the
question of why "Hot Dog" didn't make it. As I
understand it "Hot Dog" had a minimum of carry-over
elements and amaximum of new stuff. It was all
about: how you get the striped line down the highway,
for example, and the next time it might be looking
at a pencil factory. But there was always somebody
like Woody Allen w'llo came on. He and somebody
else were the only other sustaining elements I know
of, and they were thinly represented in the show.

PERCY TANNENBAUM:

And that's why it didn't make it.

EDWARD PALMER:

I wonder if this business of how much you sustain,
or the proportion of sustaining elements that are
shown from day to day, has a good bit to do with this.
Because one of the seeming paradoxes when you are
looking at what appeals to various people is that
continuity and repetition, and familiarity are so
appealing. But newness, novelty and variety are also
appealing, and a show has to be a certain kind
of mix.

WILLIAM G. DARNELL:

Did anyone take a look ut "Hot Dog" to find out what
happened? You look at your programs that are success-
ful and figure out why they were successful. Do you
go on the other side and take a program that has really
bombed and go to N detail as far as it is concerned
to find out?

HARRY FRANCIS:

There is a great deal of soul-searching.



EDWARD PALER:

But the people who do that never build another show.
So it never cycles. back into the system.

WILLI701 G. DARNELL:

At this point it is hard to say whether or not we
even have the tools to begin working. But it may
be that at this point the program analyzers or the
distractor analysis could tell us some very inter-
esting things about "Hot Dog", that Hot Dog comes on
and creates high interest for about 21/2 minutes, and
then once they get to the pencil factory interest
is gone and away goes the program. Until we know
whether or not those kinds of patterns exist we
will always just sit and speculate about "why didn't
it go?" We talked about films the other day and the
fact that you. put a kid in front of a 54 minute film
and unless it's extremely exciting you are not going
to hold him at all. It may have been the format
(and now we're talking format and the pattern treat-
ment at this time rather than the overall average
intensity level) .

EDWARD PALMER:

I'll tell you what I think wa-,:la have worked. If
you had Woody Allen be every person which you saw in
the ractory, in their various uniforms, and have him
be the guy putting the stripe down the road, and all
the rest, then you would have had a winner.

HARRY FRANCIS:

I don't think so.

LILLIAN AMBROSIMO:

Now this is a fascinating case of what I think your
problems are, and there are two sides to it. If Ed
Palmer could have done a detailed analysis for you,
which would be enormously helpful to the producer,
would you as manager have been willing to exer-
cise enough confidence in the producer and the
researcher's ability to attract that audience to give
them more than the usual amount of time to attract
them? Do you see what I mean?
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Yes. Right. 1 alluded to this briefly yesterday.
We have a somewhat different situation than Ed.
We are in commercial broadcasting, and we are
quite envious of the kind of financing that Ed's
particular system has. Ours has to live and die
on its commercial feasibility.

LILLIAN AMBROSTNO:

Yes, but now maybe we had better talk about this,
too, because there are various ways of doing things.
There is nothing that says, for example, that Blair
and Meredith each has to have its own children's
unit. There's no reason why you can't be cooperating
in your production. Much oftesame Street's "cost is
amortized by the fact that many of those sections
are repeated. Certain programs for certain age groups
can be repeated; certain segments of each program
can be repeated. Your initial outlay, obviously,
is going to be in setting up, You know that, There are
ways of stretching the cost. Also in any business,
one has loss leaders. One expects certain aspects
of a business to make more profit than others.

HARRY FRANCIS:

Right. We have our share of loss leaders.

LILLIAN AMBROSINO:

There's no question, and we all know this. On the
other hand, some of the loss leaders over the years
are no longer loss leaders.

HARRY FRANCIS:

Absolutely right.

LILLIAN AMBROSINO:

All I'm trying to suggest to the seminar, which is
a worthwhile endeavor -- as is anything that gets
various people involved from various fields, is that
we really must look at the problem in the whole context
and that these researchers, no matter what their inten-
tions, cannot give you, or public television for that
matter, a prescription. It's a two-way street.

HARRY FRANCIS:

It is, it really is.
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JACK BOND:

Some of the things that I think you are alluding to
is that the attention profile and the like can be done
and probably given back to you with no cost whatsoever
to you. You pay now to make a phone call to a home
and ask, "Are you watching a certain film?" and the
like. You could do just as well by a mass mailing of
the observation forms asking,"would you observe your
youngster, if you have one five years old, watching
our set on 10 second intervals?" We can do this
with classroom teachers, and get graphs back that are
comparable with the ones we professionals have worked
on.

HARRY FRANCIS:

Would this be statistically valid?

JACK BOND:

But the kinds of measures and the kinds of looks you
can give it are just as valid as going and picking
up the phone and asking "How long did you watch
'Sesame Street' this morning", or "Did you watch
it yesterday?"

EDWARD PALMER:

Without regard to this specific approach, as it
correlates with the end point situation.

JACK BOND:

They're gross measures, but they arc better than the
gross measures of "I've got to have 10 percent of my
audience." You at least realize that yon are not
getting 10 percent of your audience because the show
always has a sloping graph. It's a boring show, and
you click it off.

WILLIAM G. DARNELL:

But in that gross measure we are mailing to parents
particularly as I am talking to sub-groupscof the
population, they may have a lot of problems with the
data. The child may not be watched while he's there;
the form is an imposition so they just quickly fill
it out. Then we may have reading problems with the
population which is interpreting the questions and
the like.
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JACK. BOND:

I think you are throwing barriers up.

WILLIAM G. DARNELL:

I'm simply saying that those are the problems. There's
the second way to go, and it is related to Dr. Ack's
comments about the laboratory, and I have my one
time cost of. setting up my laboratory and my equip-
ment; it now exists whether I use a program analyzer
or a distractor; and I'm not going to argue one
against the other at this point. And now my labor-
atory exists, I've got my program and why don't I
pilot it? I will have gotten ,in advance of my program
the things that I need, plus the fact that public
opinion has bean established regarding whether or
not my program is working where my interest level is,
and what kinds of comments are made.

PERCY TANNENBAUM:

You think this is new?

WILLIAM G. DARNELL:

No. This is where my dilemma is. It seems as though
the things are around but they are not always being
used. What about NBC? Do they do this kind of thing

MARTY STEIN:

We've been doing pilot testing for years. I think
the problem is that we have not been asking the right
kinds of questions.

WILLIAM G. DARNELL:

What kind of pilot testing do you use?

MARTY STEIN:

We get a group of women or people from the street,
show them the pilot, ask them what they think about
it, do they have any objections for example, and get
our answers.

PERCY TANNENBAUM:

Program analyzers are used, and remember, you are
not selling your show for the public. It is the
advertiser. The answer to your problem of audience
size may be to make up a new advertiser who rewards
you by sponsoring the show that has a smaller audience.
Then you won't have to worry about....
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MARTY STEIN:

I'm saying that I don't think its good, but
don't know quite how to get at it.

WILLIAM G. DARNELL:

That is, what to measure. You are indicating that
it is not really just a question of methodology.

MARTY STEIN:

You know, it's not just measuring appeal. We don't
know what's. going on inside them. Something is
funny, they laugh; but two months later they get
bored with it. We don't know what makes them watch
it. That's what I want to know.

HARRY FRANCIS:

This goes back*to what I said yesterday. There are
existing systems now that we can use to measure
existing program forms, but heretofore, this has
been pretty much trial and error. What I think
we need to have come out of this is a way for psy-
chologists to tell us what motivates people so
we can develop a new program ....

PERCY TANNENBUAM:

They don't know, so please don't ask them. They'll
give you answers. That's the trouble.

WILLIAM G. DARNELL:

They put it in the literature. You can pull it from
there, too. It exists. What is known is around. Ed
ran through what research he has been doing. What
are the kinds of things that Meredith has been doing?

HARRY FRANCIS:

We've been working with only mass audience figures.
We have not been working with anything, really/and
this is typical of the broadcast industry; and I'm here
really representing the industry more than just
Meredith. Our concern is for the industry.

WILLIAM G. DARNELL:

NBC is down to a research group of three people at
this particular point.
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MARTY STEIN:

I'm not in the regular audience measurement field.
I am in the more creative type of research. We have
been trying to do some testing of children on their
perception of commercials. The only study I have
been able to find on them is the Scott Ward Study.

LILLIAN AMBROSTNO:

It's the first one done.

MARTY STEIN;

Nothing has been done. But I'm trying to design
a questionnaire, and it's very difficult for us.

LILLIAN AMBROSINO;

You're studying the perception of commercials and
not the program.

WILLIAM G. DARNELL:

I think actually I'd let Blair worry about the
commercials, and you focus on the program. If you
keep your interest level high, he's going to give
you your commercials.

ALLEN PIERCE: (Observer)

All of this is a function of the basic economic law
of commercial broadcasting which is that ratings deter-
mine revenue. That's why the decisions on'ratings.
NBC has a far higher staff in audience measurement
that in any other kind of research. The law is that
the unit costs in broadcasting fall to break the
audience. If you have one million people watching
a show that costs a million dollars, then the unit
cost is one dollar. If 2 million people watch then
the unit cost is 50 cents, and so on and so forth.
The larger the audience the less the unit cost, and
the greater the revenue. So obviously, commercial
broadcasters are only in the numbers game. They are
not interested in a program that's directed toward
the minority group because they can't break even
on costs. It's the fundamental economic law of
commercial broadcasting. I am an economist from the
Federal Communications Commission and I can't see
any way around this at the moment, unless, for example,
if you want to program to children or to a certain
group of children, you are given a tax incentive.



-149-

EDWARD PAL=:

But that's not a fundamental law of cable casting.

ALLEN PIERCE:

But I'm dealing with commercial braodcasting.

PERCY TANNENBAUM:

There's another paradox, you see. You recognize
this and I recognize it. IL's a business and let
business concerns dominate. If there's any fall
off that's good, fine. If fall off is bad, Lhat's
tough. But that's what the name of the game is.
You go overseas. The BBC spends more of their
total budget on numbers research than does either'
of the American networks and it has recently spent
still more than any of the others with an over-
night rating system, homed into a computer bank.
It is the per unit cost measured differently. It's
"I'll get more bounce for the buck if I have
more viewers."

ALLEN PIERCE:

But BBC has payback in the sense that the bigger
the audience/the more you can put pressure on the
government to increase the ,license fee, and greater
the revenue they get.

PERCY TANNENBAUM:

But it is also the bigger audience for a given show
than another show with a smaller audience, the more
that show will get to continue and the producers
get involved and the actors get involved and it's
the same competition.

WILLIAM G. DARNELL:

Exactly.

ALLEN PIERCE:

But the reason that "Hot Dog" was cancelled according
to the people that I talked to at NBC was that it
lost a million dollars in revenue. Everybody thought
it was a good show; they won a Peabody Award, and the
Vice President of Business Affairs at NBC told me,
"we won a Peabody and it cost us one million dollars."
They didn't think it was worth it. Whereas Louis
Callin felt 15 years ago that it was worth it to get
this little award from mid-western housewives in order
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to continue with "Captain Kangaroo". "Captain
Kangaroo" currently has a pocket contribution of
over a million dollars. That show makes money. But
it's now in its 17th season.

PI RCY TANNENBAUM:

It makes money because it attracts advertising.
That's where the profit is. Maybe we're not talking
to the right people when we talk to broadcasters.
Maybe we should be talkiij to advertisers. They
have control of the business, not you people.

WILLIAM G. DARNELL:

We're talking to the philosophy of broadcasting, and
even if you go after a small group, if you are going
after 5 percent of the population, you will have
the same programming problems as you have if you are
going for 90 percent of the population. You still
gotta know what turns that group on, whatholds their
interest, and what keeps your target group coming back.
If your target is 5 percent, you still have the same
problems in programming.

HARRY FRANCIS:

You have to get their attention.

WILLIAM G. DARNELL:

To me these issues of selection appeal and interest
cut beyond the philosophy of broadcasting. These
same issues are faced by the Office of Education in
terms of keeping the kids tuned into an educational
offering within their institution.

I'm going to put in a time flag at this point. There
are a couple of hands that have been up and I want to
get those questions in.

LILLIAN AMBROSINO:

br. Darnell, this is a little bit of an aside, but
I should think that this would he very important for
the television industry. Most of us grew up in the
age of radio, not television. So we had a different
set of perceptions of medja. What I would be vary
interested in, if I were in either public or commer-
cial television, is what those people who grew up with
television think of television. In other words, I am
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almost certain in my own mind that the 20 year old
has a different perception of television than the 40
year old. I would think that this could relate very
much to your programs and the whole business of
attraction and application.

PERCY TANNENBAUM:

Why?

LILLIAN 1MBROSINO:

Simply because I think there's a tendency to regard
something which you grew up with differently than
something that you did not grow up with. I still
suspect that television, even though we've seen hours
and hours of it, it is still a bit of a novelty to us
and still, I suspect, something special or whatever.
I don't think our kids look at it that way.

HARRY FRANCIS:

And the young minds that have grown up with television
have a whole different set of responses and conditioned
responses than we who grew up using imagination and
listening only to oral stimuli.

LILLIAN AMJ3ROSINO:

I don't know if they have less imagination than we do.
I think....

HARRY FRANCIS:

I didn't say that they had less imagination, I just
said that they have a whole different set of condi-
tioned responses.

LILLIAN AMBROSINO:

All I'm suggesting is that this is a legitimate subject
for research. It should be of gret interest to the
broadcasters.

PERCY TANNENBAUM:

There has been some research on that, totally incon-
clusive findings in terms of any differences. How
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much of a novelty will a thing be before it becomes
no longer a novelty? And, even if it is a novelty, or
he grew up with it and it is familiar to him, why do
you think that it is going to influence behavior?
There's a basis. You can start making reasons but
it's stretching points. I think a utility function
would explain it much more readily. What good is it to
me?

BERNARD FRIEDLANDER:

I would like to agree with Miss Ambrosino from a child
development point of view, that the organization of reality
of a child who can see so much of the outside world and see
illusions bounced around on the tube is very much different
from the experience that we had in formulating ideas of
space, time and reality.

WILLIAM G. DARNELL:

We are also creating fantasy for him rather than allowing
him to develop his own fantasy.

BERNARD FRIEDLANDER:

I put it in terms of Piaget's cognitive. evolution,
that it's a different world of reality organization
that the kids have had experience with. That's just
an aside. I would predict based on what you were
saying, that the T.V. executive twenty years from now
will have a different framework of values based on his
childhood experiences than you gentlemen have based on
your pre-television childhood experience.

HARRY FRANCIS:

No doubt about it.

BERNARD FRIEDLANDER:

But it will be lost in the other multicausal factors
so you won't be able to pluck that out.

PERCY TANNENBAUM:

It will also be a difference quite apart from the
presence of television, because generations differ
anyway.

BERNARD FRIEDLANDER:

But we wanted to settle the socio-cultural changes that
show up as a small element in a matrix, but it is never-
theless -- the range is first order inferences from hard
data. You can't pin it down to hard data, but it's a
first order inference.
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SHELDON FISHER:

I would like to talk about what was said yesterday.
My son and I occasionally build a model or something,
and the T.V. set, of course, is (34 at all times. I

find my son looking up from what he's building to watch
the picture. One time I said "look, I'm listening to
the same sound you are. I know the entire story, and
I haven't looked at the screen once." He said, "I can't
listen without looking at the picture." I'm wondering,
are these kids coming to the point where everything has
to be visualized and listening to audio alone cannot tell
the story? Is this just my kid, or is it a problem? Do
they have to see a picture to go with that sound?

JACK 130ND:

We're finding that: a number of the youngsters. are responding
to the media in what we call the visual mode. They cannot
verbalize the experience they have had. Part of the material
you have is an interview that we conduct after these young-
sters have seen film, and there is an interesting relation-
ship that has developed there. The youngsters can tell you
something aboUt what he saw. He can verbalize it and say
"I saw a dog on there," and the likelihood of him asking
to see that experience again or saying that he liked that
experience at all is less if he cannot make any verbalization
of the experience. Another thing is you may ask the child
to judge, "How much have you learned?" He may say "I
learned a lot." but then you askhim the companion question
"Itlhat did you learn?" and he gives you no verbalization at
all. And there 3s a paradox here as you watch the young-
sters and you watch them watching a number of films. You
realize that they are getting something from them. They
can imitate it, even the behaviors in the hallway, for
example, after the film on "How to Behave in School," and
the like. However, they cannot verbalize that kind of
thing. They do not reduce the experience to some kind of
a verbal mode.

PERCY TANNENBAUM:

We are getting into some very fundamental theory here
on which there has been some work recently. This work
occasionally brings in film and television. There are
theories for example, that say we translate every
sensory modality experience into a universally shared
dominant one -- man is a visual animal and we
translate everything into visual imagery. A variation
of that theory says that and we put everything in the form
of the base structure sentence. There are some who say,
"Well, yes. We can reach through this, but we vary as a
result of early childhood experiences and conditioning."
So you may be a visualizer and I may be a verbalizer even
though we grew up in the same times, but it is a function
of differential training. And then there are some who
say we have the capacity to handle things differently.
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There is evidence to support this, other things being
equal and that's the point. Not knowing what we are
going to use information coming in for, we'll take the
law of least effort at the time and store it, or not
store it at all. But you stalt structuring the situation
for what you are going to use it for subsequently -- if
they are going to have to recall it verbally, they will
start translating it verbally, and then you will get your
output if you structure at the time of reception what the
functional eutopia is going to be later on. And the
marvelous thing about man in this respect is that he has
these multiple systems and doesn't have to be tied to any
one of them. Again, performance and competence. A lot
of people are tied to one of them, probably, as a result
of chance early conditioning, maybe by the boob tube, or
maybe by the teacher who drilled me for example, and I
had to verbalize everything. ,W had to put it in some
form of language. But we should not say, "have no reading,"
but rather, "utilize our fuller capacities." And tele-
vision is only part of this picture.

Now, if television dominates, you are short-changing the
population of the country, unintentionally -- if it does
get to dominate any one person so that he can't handle
information subsequently in a different mode. I don't
think that has happened yet, but there's a chance of this
happening if that's all we push in. Now a lot of this is
speculative, I'm not giving facts.

JACK BOND:

One other kind of interesting finding of this interview
was that we asked the question, "did you see the caption?"
because the films we're using have visual captions on the
bottom of each visual, and'if the youngster says "yes,
I've seen the caption," he can also verbalize something
he saw from that film. If he says, "no, I didn't see the
caption" which could imply that he's not attending to the
verbalization of that visual experience, he cannot tell
you what he saw in that film.

PERCY TANNENBAUM:

Yes, but there's even more telling evidence. See, you
can get even individual nerve firings or a bunch of
nerves, and then play this game. YoU show a picture
of something. You say "I'm going to describe something
and I want you to think of what it looksaike" on that
same something you showed a picture of, or you just use
words. You get differential degrees of firing in the
first two situations but not in the third.. But the fact
that they didn't verbalize doesn't mean that they can't.
Why should they? What did you learn? I think I learned
a lot in television. You ask me a question about what
did I learn in television and I'll say "ahh, well, I
learned a little bit about how professional football is
played and . . ."I have trouble verbalizing because it's
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a nebulous area you're asking about. I'd be just like
one of your kids, not because I was raised in a
different age.

COLIN MacANDREW:

isn't a part of this process that we're talking about
in fact, subconscious, and that in fact we don't know
what we learn? A person may absorb the caption without
"seeing" it and being able to recall it, and that this
is in fact a subconsciour . .

PERCY TANNENBAUM:

Absorb it while not being able to recall it, not being
able to verbalize it, but behaving in a different way
because they were exposed to it? And that's why I keep
coming back to behavior.

RICHARD GIDEON:

Our industry is continuously clobbered by statistics
that show that people can't recall the commercials they've
seen on Bonanza last night. But they saw them.

WILLIAM G. DARNELL:

They went out and bought a Chevrolet. This comes back
to the point that Ed made earlier. As we talk to
audience research and what information to gather, and how
to put that information together, the guy who is eventually
going to buy the research data, irrespective of where you
are organizationally, is that producer out on the floor
putting his program together. He's the ultimate user, and
you can give him all the data and first principles in the
world, and run him through patterns and distractor tests
and the like, but until he accepts your information, you
have a sales job in it, too.

PERCY TANNENBAUM:

Well, there's a point. You may ultimately come up with a
formula, and then you don't need any producer, in effect.
You do this, that, and the other thing and you have a
show. I don't think that it is ever going to reach that
point, and I don't think I want it to reach that point.
We may be giving you the wrong information without knowing
it, and I don't think we ought to package a show that way.
I'd rather see a greater variety of producers producing a
greater variety of interesting shows, just to have that
variety.

We were talking the other night. I think the most I can
expect from a commercial system and the most I should want
to expect, is variety so I can exercise freedom of choice.
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I want to be able to choose. And my biggest complaint
to you people - not you but the advertisers - is that
they don't offer me enough becauSe they have a very
strange economic philosophy of fighting fire with fire.

WILLIAM G. DARNELL:

This cuts both ways. The only way you will be able to
beat that as far as the programming is concerned is with
a concept: such as tax breaks, possibly, for particular
kinds of programming.

PERCY TANNENBAUM:

Well, when Ford Foundation puts in 200 million dollars
and is a Lax free organization, we're indirectly getting
it.

HARRY FRANCIS:

Do you know what we'd rather do though? Be able to carry
our own weight. Without getting a subsidy from anybody.

PERCY TANNENBAUM:

One thing you can do is to cut down your profit margin
a wee bit.

WILLIAM G. DARNELL:

Operationally, how would you do that? We're talking to
the audiences which are relatively small and the target
subjects that aren't necessarily going to pull the
large audience.

HARRY FRANCIS:

I'm not talking about the mass bulk -- I'm talking
about maximizing, as you alluded to earlier to the demo-
graphics, so that if we have a program that we want to
appeal to the 18 to 34 year old female, we will know
how to develop and build this show.

WILLIAM G. DARNELL:

I don't know the audience statistics, but 18 to 34
year old females is what percentage of the overall viewing
audience? Say it's 7%. Suppose that the target audience
is :196, and let's suppose that if you designed the world's
finest program you are going to get 60% of your target
population. Can you pay the freight?
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RICHARD GIDEON:

Yeah. Because if you hit your target group you'll
also get 35 to 40 and maybe 50+ and some kids.

PERCY TANNENBAUM:

The critical thing is the share and not the target at
all.

RICHARD GIDEON:

A four rating is nice at 9 o'clock in the morning, but
it's disaster at seven. It's the share that counts.

PERCY TANNENBAUM1

Let's take the kids we're talking about, 6 to 11 is what
we're supposed to focus on at 5 o'clock in the afternoon.
or whatever hour they're available on a three station
market. What for them (they don't buy much, but they can
get their mothers to buy. I've heard all sorts of
rationales for that kind of advertising), would be a good
enough share? A third in a three station market?

RICHARD GIDEON:

Let's go into the children's demographic period. Yes,
I'd be satisfied with a third or slightly less with the
right kind of program, serving the public in an educational
nature, which is very hard to do.

PERCY TANNENBAUM:

The two other stations have a similar kind of program.

RICHARD GIDEON:

Then I'll settle for a third or close to it.

PERCY TANNENBAUM:

But you wouldn't settle for 15 percent?

RICHARD GIDEON:

As a General Manager or Program Manager, I'd think it
had failed. You're not talking about "Gilligan's Island"?
It gets 80% of the kids. You're talking aboutthree
educational entertaining type programs.

PERCY TANNENBAUM:

"Gilligan's Island" too, I'm talking about any kind of
show for that audience - just for that audience. What-
ever would appeal to them you'd be satisfied with a third
or slightly less, and if you got it with "Gilligan's Island"
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or "Captain Kangaroo", you wouldn't care., But if it
does make a difference, you would rather "Captnin
Kangaroo" because you think that is better for them.

BPRNARD FRIEDLANDER: ../

There's one thing that we don't like to recognize as
Americans, and that's class differences. Here we are,
a bunch of upper middle class people, discovering our
frustrations with the lower middle class attitudes and
values. It makes us very uncomfortable and we feel,
gee, they should be better, but them is us and us is
them.

PERCY TANNENBAUM:

They should be better meaning they should be more like
us.

BERNARD FRIEDLANDER:

More like us. We think that we have the message on
what's good for them, and so forth. I can't stand
"Gilligan's Island", but my kids will watch it if I
let them, and so forth. Maybe if I'm lucky my kids
will grow up like me and if I'm not lucky my kids will
be them instead of us, and we have to recognize this.
We have this class bias that we don't like to talk about.
The people voted with their feet when they left Berlin:
and the people vote with their fingers when they get
mesmerized by that stuff. So there's a class difference.
And there's an age difference, too.

LILLIAN AMBROSINO:

Yes, but they also watch "I Love Lucy" which is very
good for its kind. So we must be very careful of . .

JACK BOND:

If we go back to the idea of giving varieties, what would
happen if all of you put your broadcasting eggs into one
basket? Supposing all of you put your separate programs
on and you shared the revenues at any given time based
on the percentage of the audience you received?

HARRY FRANCIS:

Fine, but we're in the wrong country.

PERCY TANNENBAUM:

I gave him another formula.
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SHELDON T SEER:

Could I back trace a little bit? Charlie Chaplin and
"Sesame Street" cross the class lines, too. That's
a compliment.

WILLIAM C. DARNELL:

Are we talking about the need for more methods or are we
really talking about the need for some coordinated inves-
tigation or the beginning of an organized body of know-
ledge? It seems to me that there is a proliferation of
methods that gather a kind of data, each of which gathers
a different kind of data, each against some kind of purpose.
I think that between the Distractor Analysis, Program
Analyzer Playtost, or Tannenbaum's bicycle techniques, I
can get certain kinds of moment-to-moment information
which are ultimately going to tell me something about
programming. The first thing that I'm going to do is
have some charts, and then I'm going to have to begin to
work with, those charts. I'm going to have to figure out
whether patterns mean something, and what do they mean, and
how do they relate, and how do they tie to appeal? I'm
going to have to take a look at various kinds of interest
inventories and patterns against varying kinds of demo-
graphic groups before I'm going to be able to say anything
about that. It seems to me that the tools are there. Our
problem is not really one of tools. Our problem is one
of use, and not only one of use, but one of organized use.
No one -- Meredith Broadcasting cannot collect the full,
body of knowledge in the area provided. Children's
Televison Workshop, with all of its resources, cannot
do it either. What you are talking about is the need to
organize the information and make what information is
available, available. And begin to focus down.

PERCY TANNENBAUM:

People have done this, there are books written .covering
the variety of techniques and so on.

WILLIAM G. DARNELL:

That's what I'm saying. The techniques we know. What
we're looking for is a body of knowledge -- we're looking
for the science of programming.

PERCY TANNENBAUM:

There's another aspect, before I leave I really must
say this. Even if I knew the answer of what really
motivates people, why should I tell you? I mean that
question. Why should I tell you and not real authority.
Why should I contribute to your making more profit when
you are going to utilize that for purposes that may be
totally repugnant to me. Or, if I were going to tell you,
I at least want you to give me something in return. Not
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me personally, because I don't have motives, but that's
where the industry is being terrible. You should con-
tribute to the very research we have been talking about
here in the last two clays, in any way you can, for example,
sponsor the research by giving unfettered money, just
because it's a good thing to support, or education
generally, because it's a good thing. But you guys sit
there maximizing your profits and say, "come and tell me
how to do it better." And I don't think that is right.

You know, Harry and I sat and talked about putting together
this thing and that's one small contribution from Meredith.
The other thing is, I really felt that we had an interesting
balance going here. I'm sure that Harry and the people, to
make money, wanted to know more about audience measurement,
but I, for my purposes want to know more about what these
guys are doing. So we each have our hand in the other
pocket. I see no problem with the team thing we have
going here.

HARRY FRANCIS:

If you haven't noticed already, there are some very
strange bedfellows in the sponsorship of this funny little
two-day conference.

PgRCY TANNENBAUM:

That's usually what makes such strange bedfellows.

HARRY FRANCIS:

We felt that we had common.goals that could be achieved
-- the betterment of children's programming. And our
purpose is quite altruistic. it really is.

PERCY TANNENBAUM:

You wanted to make money on it.

HARPY FRANCIS:

Well, we're talking about a different set of . . .

PERCY TANNENBAUM:

You will have to pay for your altruism, sir.

HARRY FRANCIS:

We are paying for it today by having you here.

PERCY TANNENBAUM:

You ought to pay a bit more by cutting down your
profit margin and contributing that one percent. .
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HARRY FRANCIS:

The economy is taking care of that for us very nicely

PERCY TANNENBAUM:

Taking care of it but not only for you selectively,
But when the ecomony was booming, were you willing
to do it? One lousy percent of the net profits to
go into more work of the "Sesame Street" kind - I
don't care where - just for more production, mo.J:7e
research, or more anything.

HARRY FRA :CIS:

May I address myself to your last comment momentarily.
We are the only commercial broadcaster, and we did it with
no publicity, that has contributed to "Sesame Street".
Last season, not this season, but last season, before all
the crying, all the breast beating and everything else.

PERCY TANNENBAUM:

I applaud that.

HARRY FRANCIS:

This is why we arc here today. Part of the overlay on
a commercial broadcaster is that we must have money in
order to be able to serve our community. This is a fact
of life which we recognize and aru willing to live with'.

WILLIAM G. DARNELL:

I'm going to interrupt and let Marty Stein in for just
a minute.

MARTY STEIN:

I just want to talk about something that Dr. Tannenbaum
said about the networks wanting the vast amount of
information and that we should be paying for it. If you
want to know, there is a joint committee on children and
television with the three networks. It does exist.

WILLIAM G. DARNELL

It's twenty minutes to twelve, and lunch is going to
be served at noon. We'll meet back at one o'clock.
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PRIDAY AFTERNnON

WILLIAM C. DARNHLL:

Our discussion so far has formed a solid base, :t

think, for a continuation of certain topics --
some of which got lost in the shuffle of our brain
storming and soul searching. One. of the areas
we lost for a while and should probably pursue a bit is
in the area of specific techniques. Beyond that, a second
topic we might want to talk to which is appropriate to the
seminar. is "Okay, now what. Where do we go from here?"
Do we go away and wait for six years? Do we geL. back
together again and have a meeting on audience measurement
as there was one ton years ago, I understand? Is there
sonic direction or is the area stili so poorly defined
at'this particular point that direction can't be estab-
lished?

Dr. Scott Ward is responsible for the third item we
think we should include on our agenda for this conference.
He sent us a list of questions which he thought we must
consider before real progress can be made in the field
of audience measurement. They are kind of intriguing
and I thouglLwe might take a quick look at what he sent
us (the list is in your notebooks) and see whether or not
we could answer those questions. It might help us get a
fix on whether or not we've been anywhere in the last two
days. That's a lot to do in two and a half hours. We
may not do it all.

HAROLD KAW:

Bill, may I introduce a question which I think flowed
out of the last of this morning's discussion. As to the
broadcasters - - let me rephrase it - i want to know
why people watch the programs, why they like one specific
program and not another, and the measurement of that, with
the objective that if you had that criteria, you then could
repeat that formula. Before you put a program together,
you would take these criteria, construct the program, and
meet that objective and see if the people will not watch
that program. But I wonder if we are asking the right
people? We are asking the audience if they like it.
We really don't do this in the case, for example, of
music and art. You don't ask the people who listen, why
do you listen to the music? You let the composer compose
the music and see if people respond. Those who are
creatively successful have somehow found what it is that
people do like. No one looks for a formula, for example,
should I put on a piece of paper, painting or otherwise
which people respond to? You let the artist create, and
out of this you draw a number of successful artists,
success being measured by the response of the people.
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MARVIN ACK:

Except that paint is $1.40, and to put on a show . .

HAROLD W\VA:

But who are the people' then . . . ?

WILLIAM G. DARNELL:

Who are the people who dare to select Bernstein's
Mass?

HAROLD EATZ:

My.point is, though, who are the people who have the
answer "Why do people like this program?" It may
not be the audience, it may be the creator himself.
The people we should be asking are the men who compobed
the "successful" music, the artist who is successful,
or the poeple who create the successful T.V. program.
They intuitively or otherwise, or through their experience
have found what it is that makes people listen.

HARRY FRANCIS:

I cannot communicate this too well, but we are endeavoring
to give these creative artists additional tools to put
into the art form. By utilizing these tools and inter-
preting these tools, their knowledge would go beyond
their own particular framework of experience and exper-
tise and they could come up with a better and stronger
product.

HAROLD 'AATZ:

But we cannot find 'out what the tools are by asking
the audience. We should, perhaps, ask the creative
people themselves. The measure was having the people
watch the program. For example, take the stage when
television was first created. You did not go out and
ask the audience to identify the parameters of a good
show. No one really knew. There was the creative
process where the people learned what would transmit
well over the television medium, and there are certain
people' who became successful. I think it is within that
group that we have creative answers of what makes a good
show.

HARRY FRANCIS:

We are looking for more depth than just what is a good
show. Were looking at behavior responses; we're looking
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at: why, with a given cause, we have a given effect :;
we're looking at how we can control this cause to come
up again. And we are looking at things like comprehension.

HAROLD KATZ:

JACK BOND:

What concerns me are the cases where a given program
was successful and an attempt was made to repeat that
program, using the same formula, and the next two
pxoyrams, with that formula, fall..flat.

You say you're looking for behavior modification. What
kind of behavior do you want to modify? Do you want to
modify my buying behavior? Ed, for example, identified
goals and we talked to it. Could you be more specific?

HARRY FRANCIS:

For a specific show? No, I cannot list specific behaviors
I think that we need to discover how people respond to
various situations on television whether it be violence,
sex, or whatever. We need to know as much as we possibly
can about stimulating that viewer. We need to know how
they respond, what they respond to, and the effects of
a program or a particular section of that program.

MARVIN ACK:

Harry, we know about the sex stimulus and the aggression
stimulus.

HARRY FRANCIS:

What about anger? Color animation?

MARVIN ACK:

Why do you want this? What is your reason?

HARRY FRANCIS:

Well, for one thing, we have a very powerful tool in
our hands and we need to know not only how to pull the
trigger, but what happens down on the other end when the
shell hits the wall.

MARVIN ACK:

If you want to ask a more sophisticated question, you say,
"Well, okay. This is a powerful medium; we want to combat
racism in the United States. Now, what kind of program
can I put on which has a positive effect upon diminishing
the degree of prejudice that exists?" That specific
question is researchable. But you are asking what is
the reaction of people? What moves .people -- those things



- 165 -

that appeal to the emotional period in which individuals
are moved? But if you want -- we said this before -- this
is germane to all people, this is common to all people.
And the minute you get into the higher intellectual functions,
then people differ greatly because their past experience,
heredity, etc. , all play a part. If you want to move large
numbers of people, you do what Hitler did, or something like
this. But that isn't what you want, of course. Than
specifically, you have to ask about a particular show or
a particular goal that you have. And this is where I would
disagree with Ed. Sure, you can have a bag of tricks, but
even when the bag of tricks is only half full, if you've
got a researchable problem, it's not hard for these very
intelligent people to fill that bag in for you.

ED PALMER:

thought that's what I said.

MARVIN ACK:

Noiyou want to have a research tool beforehand and I would
suggest, really; we'll go back to the same point I made
earlier, that if you have a researchable problem, it is
always a heck of a lot easier.

ED PALMER:

I couldn't agree more. But a lot of people have brought
methods along, to a certain degree, by having problems.

,I just want to collect them all together so that when I
come to my next problem which I am sure I'm going to do,
I'll have it all there. I trust that, indeed)I won't --
this is exactly what I said this morning -- that I won't
use that method rigidly, but that I will try to adapt
and modify the various tools available to fit my new
problem.

MARVIN ACK:

Our capacity for self deception is so enormous that there
is a tremendous potential for finding a problem that you
can salve with this bag of tricks. You start with the
problem first . . .

HAROLD KATZ:

But the way in which he uses that body of knowledge and
the way that Blair and Meredith can use that same body
of knowledge, are different.

WILLIAM G. DARNELL:

What about this overall knowledge? There is just a whole
lot of stuff laying around at this point. We have described
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technology in terms of potential. For example, I start
thinking about the split-cable possibility to blow the
mind as far as methods are concerned, and I could be busy
for a very long time with just the tools that we have
sitting here.

There has also been some information gain. Ed knows some-
thing about programming, putting a program together,
information that you provide to your producers. Maybe it's
not the information, maybe it's the way you're presenting
it or the way you're interpreting it which is somehow
affecting the program "Sesame Street" and now affecting the
programming of the "Electric Company".

Okay,iwe have also heard cher things. Dr. Friedlander,
for example, talked about the nature of the signal, the
characteristic of the voice, the sound. There is some
knowledge, but we are not attempting to collect that
together and organize it in any way.. Maybe the problem
we're having is that we don't know how to organize that
against the very same set of questions Dr. Ack was posing.
We don't know how to put it together, and we are still not
sure of what we are after. We are far from being a science,
We have a lot of bits and pieces going. One of the things
that we really should be concerned with is organizing the
state of the art.

ED PALMER:

Maybe a question is, "What studies could we do, what results
could we find, that would be useful even before we have a
problem?" And I'm not too worried about these dysfunctional ...
I mean before any of us has a highly defined program to develop.

WILLIAM G. DARNELL:

You're talking basic research.

ED PALMER:

What about the question? I would like to see somebody do
attitude definition. Once you can measure visual attention,
or heart rate, or anything that's going up and down, how dO
yoU define what it is that is happening? Attention is. an
incrediblyheterogeneous, complicated visual stimulus -- how do
you define the properties responsible for this fluctuation of
attention? That is an enormous area for research, and this
relates to the whole thing about the identification of who
those people are in the audience. That really ties into that.

WILLIAM G. DARNELL:

Now we are talking about a method of analysis, not a method
of collecting data or . .



-

ED PAL'1ER:

Or maybe it's theory. 1 hear a clinical psychologist
fief 1 me it's the sex, it's violence, it's this, that,
and the other thing, but I know perceptual psychology
is going to tell me that it is heterogeneity, it's change
of pace, it's novelty and so on. I want all these people
telling me what it is so I can pick, again, in that kit bag.

BERNARD FRIEDLANDER:

Once of the important steps you can take is try to make a
hierarchy of your problem. We did some work recently on
visual perception with the nominally blind who in fact aren't
blind, and we worked out on the basis of concepts available,
research literature and so forth, a hierarchy from light:
sensitivity right up to symbolic representation and modality
integration. We've shown it to people who have been working
in visual fields for a long time, and gotten their ideas
and inputs, and we have a hierarchy now. It is not going
to be the Same hierarchy of visual processes and information
in five years, because in five years it will be even more
refined. But at least we do have a working hierarchy and
we have eleven specific points we can research, and about
six of them presently have instrumentation with which to
proceed, and we have been able to isolate spots on the
hierarchy that you can jump into and jump_out of and still
provide information that is relevant to other points on the
hierarchy.

That represents one model for proceeding now. Every
phenomenon does not lend itself to a single-axis, outline
type of hierarchy. Then you have to go to lattices to find
your multiple dimension hierarchy, which, I guess you could
call a lattice. But a way to proceed is to formalize. Then
you can end up with something you call a model of your problem.
It can be done. The question is whether or not it is worth
it to you to do that. If it is not justified, then you go
ahead and do it and you can dimensionalizejhierarchicalize,
and make lattices of what your issues are.

WILLIAM G. DARNaL:

And against each of those little cabby holes you stick the
information and the techniques you have which relate together.

BERNARD FRTEDLANDER:

And you include intersecting points in the lattice, sometimes
by inference, even if you don't know exactly what belongs
there and you don't know what your technique will be for
evaluating it. At least you can conceptualize the problem
and proceed on the assumption that eventually a means for
collecting information will be available.
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WILLIAM C. DARNELL:

This was Ward's point and you bring it right out. If we are
to advance beyond the present state of audience research,
we must integrate past findings and derive some concepts
which are somehow basic to the behaVior of audienceS, that
is form a colceptual framework for research. Again, I guess
the main question is, is it worth it? DO we want to take the
time to do those kinds of things? If not, do we stop other
things in the meantime? Or, can we make the investment --
which gets into the question of whether people will share
their proprietary rights to information, such as your lattice.

BERNARD FRIEDLANDER:

The information will be distributed when you get into this
overlapping. . . . Being able to do this represents in
economics -- there is an economist in the room so I may be
talking out of turn -- but this is what you take out of
savings, isn't it? This is what you call accumulate resources
that provide the basis for subsequent development. You have
a surplus, and you have to draw on your surplus in these
early stages that are nonproductive. They require capital
investment of resources. It comes out of savings and it comes
out of surplus. But it is an indispensible step and you
cannot expect it to be productive from the start.

B. ALLEN BENN:

What are you suggesting? A funding source . .

BERNARD FRIEDLANDER:

I'm a professor. I don't have to worry about details like
that. We'll settle for Tannenbaum's one percent (laughter).
There is no manufacturing industry that would run without a
research branch. I don't know what Union-Carbide, Mobil
Oil, and so forth spend for product research.. It's just a
part of their budgetary procedure to set money aside for this
which would otherwise go into distributed profits.

WILLIAM G. DARNELL:

You also have other sources. The subject is not unique to
the commercial. For example, you have the Office of Education.

BERNARD FRIEDLANDER:

They've got an ethical question as to how much money they
should put up for information which must of necessity be
available also for commercial exploitation.

WILLIAM G. DARNELL:

Which of necessity they can't continue to operate without.
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CLARENCJ: FOGULSTROM:

Well, it seems to me that this does not solve the problem
until we know what we are going to do. If you don't
develop the model and get some of these things out on the
table, we will continue to proliferate the problem even
more then we are doing at the present. That's why I
feel Scott Ward's ideasare very important to audience
analysis, and its theories, etc.

ED PALMER:

But how do you develop a theory of Audience Analysis? I

hired a guy as a consultant and he just turned in a report
based on distractor studies on the reading show. And I
know that this is the very first thinking about what it
is that captures and holds attention. It's not a single
theory; these ideas come from a,variety of theories. If
you are really going to define the attributes of television,
it's like defining the attributes of the world around you.
You bring all the disciplines to hear in describing situations
in the real world and you are going to have to bring about as
many disciplines to bear in describing a response to tel.wision
situations.

Here is an example of some of the attributes that my consultant
got. When people are attempting to do something better and
better and better, attention stays in there -- just. people in
the act of trying to better their own past record, or whatever.
That doesn't come from a wide variety of segments, it comes
from only the five half-hour test shows on the "Electric
Company". If you look at sports and the popularity of sports,
maybe that's related in some sense. I never thought about
that until this instant. . .

BERNARD FRIEDLANDER:

Are these the characters on screen trying to do something
better or are these the people in the audience trying to do
something better?

ED PALMER:

That's right. And here is an attribute of a presented
scene; a scene whore people are trying to improve, that might
be somehow especially appealing. Whose discipline does that
relate to, if you are concerned with a theory of audience
measurement?

WILLIAM G. DARNELL:

I think we are talking of "model" and the word "theory"
got in.
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Yes. If one child is correcting the other, if somebody
making mistakes and getting corrected, that seems to be
appealing. If there is action that is germane to a plot
line or a theme, that seems incidental, it isn't attention
holding.

WILLI/VI C. DARNELL:

Now you are talking about the pieces of information you have
gained through trial and error, right?

ED F14M IER:

for example, we have always thought that somebody just
.ing with children on the screen was less effective than

sA,o4dy talking while the camera is pointing on the reference.
What attributes arc involved there? But how do you come up
with a lot of information about attributes and properties?

wILLIAn C. DARNELL:

Once you've got the information, though, how do you exchange
it? Let's suppose that you and the producer of a Meredith
program want to draw upon the gathered body of knowledge of
the form you are talking about. Row does one know how to
begin as a producer? how does he get to ask these questions?
You interpret for him at this particular time?

ED PALMER:

If he had these as properties, attributes, definitions to
work from, he would do his television show.

WILLIAM G. DARNELL:

Then you are going to structure your information somehow, right?

ED PALMER:

Well, I don't know. This would come out in.research reports,
and journals.

WILLIAM G. DARNELL:

He's not going to read all that research though?

ED PALMER:

Don't believe that he isn't! But, what are you asking?
I'm not sure of the question.

WILLIAM G. DARNELL:

Well, I'm not sure what the challenge to the model is.
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My challenge is in terms of what research we need now.
What's nenL? Your question 13`3, now that we have had the
seminar, where de we go next? Do we drop it, or do we wait
for somebody four years from now, and I'm saying that if
somebody were to do research from various disciplines, both
from clinical and from basic perception, or whatever from,
just bright people looking and hunching, we might come up
with some attributes and we might come up with some ways
of testing the definitions, testing their scope, and making
thET1.intersubjectively useful. I think all of this infor-
mation would be very useful. This focuses not on the
method, but: where you go with the method once you have it.
And you can produce this kind of knowledge and I don't care
who uses it. I don't care if somebody uses it to beat: old
ladies over the head, or, if they use it to teach Sunday
school. Some researcher needs to be producing this without
regard to where it is going to be used. Oh, I do care about
those things but in terms of whether we do or don't need that
research, I don't care that much.

WILLIAM G. 1)ARNELL:

There is still research against one of the objectives
that we've talked to in this field, and you are talking to
a field.

B. ALLEN BKNN:

Are you appealing to people to just do research or related
research in a number of areas?

ED PALMER:

If anybody here wants to participate: Friedlander, Ack,
anybody.

B. ALLEN BENN:

What about that kind of research and in addition something
that's more directive. That's getting back to a hierarchical
model where somebody somewhere decides what that next step
ought to be.

BERNARD FRIEDLANDER:

It starts off with the guy with the seat of his pants on a
chair and a lot of blank paper in front of him.

MARVIN ACK:

I have a feeling, maybe I understand a bit more of what you
are thinking. It sounds, in an over-simplified way, that
you are looking for some absolutes. For example, that color
will do this, and content will do that, and the amount of
motion will do this. My guess would be that those things would
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hold true only under certain conditions aid that altering
the conditions, the very thing which produced audience
interest on one hand, would deter the audience on the other.

ED PALMER:

And we would build our theory gradually. We would cycle it
into existence by finding where it's limited. There are
some pretty strong theories like, if you introduce variety,
or if you introduce a certain amount of variety which implies
a certain amount of- scene changes, in any given case you may
have other attenuating kinds of variables 7.- and all this
gets as complicated as the whole world. But there still are
some powerful variables that cut through. It's like,,throwing
a vector through space and seeing how much variance sticks to
it as it goes through. It's a very multidimensional approach
but you will know what you've got when you have done it. You
then throw another vector through the spa--:e and you pick, up
a lot more variance and you still are left with some which
you can never explain, T understand all complications, but
it's still worth searching for those vectors. That's what
I'm asking for. You say the vectors may be determined through
some kind of pre-definition but maybe we should just be looking
for clusters that seem to fall along a vector's face. So do'
we sayi"Hey, that's a vector because all these'things hang on,"
or do we look. at a hierarchy and say,"We're going to shove one
in here, and one in here" and the like, and see what sticks to
it. I think that's the crucial thing that's being recorded.

WILLIAM G. DARNELL:

You're talking about two kinds of theory building, and we've
had both kinds: those theories that have been built out of
gathering information and factor analyzing it. I have a
theory built out of "navel contemplation" and"first principles"
.here I go along attempting to put different pieces of infor-
mation together into a whole. Each man is going to have his
own approach. But the reason that all the varying points of
view came together in the field of psychology (hence, the
American Psychological Association) was because there was a
commonality of interests and a willingne4s and desire to exchange
information for one reason or another. Athings began to factor
together and somebody began to pull the information. Somebody
called it a science, maybe that is the kind of thing we are
searching for.

B, ALLEN BENN:

In other words, we are searching for a directed effort at
this point, or are we suggesting that it should be random
research with researchers going t:leir own individual discip7.
lined way? Or is it still something that may not be alto-
gether disciplined but is in that direction. For example,
should a research center be set up?
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How much research is done in a random way through government
contracts, or through private foundations?

ED RAMER:

I think it's simplistic to single out a discipline of
audience measurement, or a theory of audience measurement.
I'm not sure what the terms of that theory would be, whether
they would be physiological, a description of problems and
stuff on the screen or whether there would be some combination
thereof, or whether it would be in terms of the methodology
itself. I don't have any feel for what I'm dealing with in
"audience measurement".

MARVIN ACI::

It seems to me that all physiological signs are a means to-
wards an end; that is, they tell you that something is going
on in the individual. But I am certain that you don't put
on a show for a physiological reaction. You put it on for
some behavioral reaction. Now, there may be a time when
behavioral reactions become unmeasurable or too confused or
something of this nature so you stop along the way and do
some analysis of facial muscels and say well an emo4ion has
been aroused by this, that and the other thing. That is not
the ultimate answer. Obviously, you want to get some kind of
behavioral answer.

MINGLED VOICES

WILLIAM G. DARNELL:

But one might argue that if you change the surface just that
much. . .

MARVIN ACK:

It is a forced choice situation where the student or the subject
was forced to behave in one of two fashions.

B. ALIEN I3ENN:

But there is an indication that physiological variables
could lead to facial expressions .

BERNARD FRIEDLANDER:

It just occured to me 044 if we try to manipulate all the
good variables; for example, I'm sitting here thinking about
what you call the common denominators of television: sex and
violence, and so forth, but what does Mazlow tell us about
the hierarchy of need, which is really very acceptable in lots
of domains: survival and security are the two primary stages.
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lids anybody ever explored the psychological dynamics of
providing surrogate security in television shows to
children? Is it as potent as Mazlow would have us believe?
That is, ego-pursuit,, self esteem pursuit, is suppose to
be absolutely the most powerful engine of personality theory.
Pursuit and defense of self-esteem. Maybe we wandered with
only some of the good variables even played with in terms
of show building. If you could discover a way to get
interesting thematic material based on nurturance, and
pursuit and defense of self-esteem for kids, you might
have some marvelous open universal rather than this
dependency on violence and aggression.

LD PALMLR:

Right:, but you then have to be measuring self-esteem when
you are looking at the audience. I also say that you had
better have a way of describing systematically what it was
that triggered the variance.

WiLLI G. DARNELL:

My kids watch television depending on how far alienated
they are from me at that particular point. So they end up
with "Mr. Rogers". Does clistractor analysis tell us anything?

ED PALMER:

It might not be too relevant because I think that "Mr. Rogers"
might be achieving its goal if the kid is laying on his back
and feeling good in his belly, and the television show is
going on beside him.

WILLIAM G. DARNELL:

If 116 is dealing with the sound only, rather than the visual?
Does this get any rating at all?

ED PALMER:

.65 on the distractor. That would he low relative to
Sesame Street.

WILLIAM G. DARNELL:

Does that pull out as far as general ratings are concerned?
A

ED PALMER:

The "Mr. Rogers" show was not pulling any audience of any
measurable size until the"Sesame Street" show came and the
two shows came on together nation-wide, with the "Mr. Rogers"
show coming on right after "Sesame Street".

BERNARD FRIEDLANDER:

Are they pulling an audience now?
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Lt) PA=R:

Oh yes. it retains the "Sesame Street" audience quite well.

WTJaa1\1_Q_L_P..3MW.L:

So it is holding the same group?

MPABYM__AU:

Mr. Rogc,rs" on its own obviously didn't pull an audience,
but there must be something to it if it retains an audience.

ED PALMER:

Oh, yes.

MARVM ACE:

But they didn't have a nickle for promotion, did they?

ED PALMER:

That's one of the crucial variables.

MARVIN ACK:

A crucial variable is the time-slot that it's in, what it
precedes or what it follows?

ED PALnER:

Yes. If you have an hour and a half of very interesting
programming on any one dial, you are going to get kids
accustomed to coming. to that dial a lot more than if you
had only a half hour of interesting programming.

BERNARD FRIEDLANDER:

I think the NET people say that the greatest thing"Sesame
Street" gave NET, a public broadcasting station, was
exposure to large numbers of people which they never had
until you folks came along and gave it to them.

ED PALMER:

They'ye never sought "popular" programming in the sense
of appealing to large audiences.

BEMARD FRIEDLAEDER:

And now prrople think in terms of sitting in front of
channel 24, or whatever channel it is, which they never
use to do. Maybe things have a long-term cumulative
effect which can't be left out of this multi-causal hierarchy.
This time factor, for example.
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WILLIAM G. DARNELL:

We've talked about many things: comprehension testing,
video, sound, etc. Ed, if we were to pick this out, what
was the rationale behind how you used this?

ED PALMER:

With comprehension testing, we were after more than just
attention. There we were after getting across information;
structure.

WILLIAM G. DARNELL:

You don't tie it back to the distractor analysis in terms
of making impact.

ED PALMER:

We do. The big point is, no matter what method you use, you
tic them together. You do correlate them. You coordinate
information from various methods. I think it would be
fascinting to know what kinds of television presentations
that carry heav loads of instructional information are still
high in appeal. \How appealing is comprehending itself?
Under what conditions can you set it up so that comprehending
becomes an appealing thing?

WILLIAM G. DARNELL:

Marvin Ack opened this the' very first day'. As you talk to
comprehension, we also talk to the issue of relevancy, to
the "who is this kid". The one characteristic that keeps
hanging with me is that he's a fantasizing creature just now
beginning to "lock down" and become real. lie's just facing
reality. Again, maybe here there are some clues as to the
kinds of things you can feed. . . .

MARVIN ACK:

I think comprehension is a very enticing, motivating factor
which will relate to self-concept. That is, the more the
person feels capable of doing, the grOater control he feels
he has of his world and the better he feels about himself.
If you want to take a developmental view for just a moment)
you get a three year old child who views the world from his
egocentric position; that is, everything that. goes on in the
world is causally related in some way to him; or, the things
that are contiguous are causally related -- if he's holding
a glass and a door closes and the glass falls, he assumes
that the door closing caused the glass to break. These
kinds of things -- he bumps into a table, and for him, it's
animated. lie doesn't assume that he bumped into the table.
That the table knocked him down. And of course mother goes
around, "bad table, bad table."
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So if you live in that kind of World where tables can knock
you down and doors can break glasses, you can see the
enormous relief from anxiety that just the accumulation of
knowledge brings. Knowledge serves a lot of functions, one
of which is to relieve anxiety; another function is the
satisfaction of certain egos such as curiosity and a whole
host of higher mental functions. But it also serves to
avoid anxiety -- the anxiety of being controlled by others,
etc.

As far as we're concerned, the major anxiety of 6 to 11 year
olds is a loss of control. They have just now come to the
point where they are capable of mastering the impulses they
have experienced, l'or example, you very rarely find open
manual masturbation in this stage. So understanding becomes
a "cry crucial issue, I think.

WILLIAM G. DARtiELL:

Why is it, then, that we're getting a situation where the
programming technique, or style, can overpower a program
that is directed at understanding? The Saturday morning
cartoons, for example. How is that overpowering? Or is he
accepting that and understanding?

MARVIN ACR:

No. I think there is still an enormous push and pull from
emotions -- from the conflicts that are not completely
resolved; from identification of figures. The number of
these fantasy figures are sufficiently reduced, or
sufficiently distorted and distant from reality, that he
doesn't have to say "That's me". That's the conflict that
I'm struggling with. This allows him certain resolutions of
conflict. So if one can combing both of these things, then-
the kid will probably draw from one or the other.

BERNARD FRIEDLANDrR:

Marv, you don't want to leave out that a subsequent stage of
development does not necessarily drive out the personality
and dynamic factors from a prior stage of development.
They're coping with reality, but they're still very much
driven by fantasy.

ED PALMER:

There must be some cases where you would think just from
an ethical standpoint that it would he well to raise the
issue create the anxiety and then put it to rest.

BERNARD FRIEDLANDER:

Well, "Mr. Rogers" does that in a way when he demonstrates
that they can't fall down the drain.
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l'ALMFR:

Precisely the example I was going to use. The case where
"Mr. Rogers" is telling the kids, "You're not going to go
down the drain". Is he doing damage to kids by saying
"You're not going to go down the drain"?

BERNARD FRIEDLANDER:

The ones that never thought about going down the drain get
the idea. You see, he has taken at face value what I think
goes back to Freud, Anna Freud or one of those people, and
it's just like saying that all kids have an Oedipus complex
and all kids have penis envy or castration anxiety. That in
itself was an imputation of universality that probably is
not true.

MARVIN ACK:

No, I don't think anybody accepts the universality of phenomenon.

BERNARD FRIEDLANDER:

Well, we did twenty years ago.

MARVIN ACK:

But I think it is almost universal to the western culture,
at least with what we've studied. But even that is probably
not so. At least it is not defensible, because we've never
looked at the lower socio-economic child. We don't know
what happens in that situation. In the population that we've
studied, there appears to be some universality to this.

ED PALMER:

There are other things you can do, though, like setting up
an electrocuriosity that's tantamount to an anxiety -- it's
a motivating phenomenon according to most theories. The
Piagetic anti-quilibriation theory, for example, and what
others have done with initiating conflicts that kids resolve
by.

BERNARD FRIEDLANDER:

It tjets hairy to deal with, though, because as these things
operate in nature, they get imbedded in real-life circumstances
which are uncomfortable and prickly to talk about, like parental
conflicts, and parental separation. Sometimes parental separa-
tions are real and you can't -- you're taking a big monkey on
your back if you're going to try to develop themes of reassurance
for kids based on themes of parental separation and the real-
life hazards that kids genuinely worry about. And whether or
not one can deal with that successfully and be able to cope
with the protest letters that it would be bound to generate,
would be an interesting question.
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ED PALMER:

however, if you stay away froii these tricky social,
emotional kinds of things and stay with intellectual
conflicts. . . .

BERNARD URIEDLANDER:

Then you're not getting on the main line of anxieties. By
trying to got generality, you're giving up really psychodynamic
importance and then you get into. . . .

MARVIN ACK:

But a 6 11 year old is capable of metaphoric thinking.
With suite ingenuity, one can present the image of parents
or family splitting up, without necessarily presenting a
picture of parents splitting up or family splitting up, and
yet, the same message gets to the child that helps him deal
with his problem.

ED PALMER:

In Scandinavia they deal with this regularly on, their tele-
. vision programs and in this kind of way, above all else,

they do very little in the cognitive area. They do a lot
for children.

BERNARD PR1EDLANDEg:

Well, this represents socio-cultural values. They have
come to terms with sex in ways we haven't come to terms
with sex, so it is logical that they would be able to come
to terms with children's fears in ways that we would have
difficulty with without getting into conflicting values.
If you started doing anything to question the legitimacy of
authority structures, you'd have some large minority per-
centage crawling all over you. if you raised any questions
about our discipline-authority model being the best model
for a parent-child relationship, why you'd have maggots
coming out of the woodwork that would be pretty hard to cope
with.

MARVIN ACE:

But the other point that Ed made is that one can present
problems of an-intellectual stimulation sufficient to produce.

BERNARD PRIEDLANDER:

I didn't mean to put the point down. It just leads to a lot
of complications.
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Again, of course, it depends on how. I've got a program at
the University that's a general education program, and every
student that comes into the university takes the same three
courses. It's taught by the entire faculty, and I consult to
the faculty on Leaching style. The first course that students
take is on Man's relationship to himself. Attendance is not
mandatoty, so once a professor said that he was having trouble
with some of the groups not being there. Another professor
said he was having trouble because some of the kids were
silent. My recommendation was to take both of those real
issues in the classroom and study them for different points
of view. So you get some intellectual closure. It's a real
experience It's experiential in the sense that this class
is disturbed by this behavior. By the same token, one is
applying intellectual discipline to the solution of the. problem.

WTL1JAM G. MR1.11:LL:

You've actually picked up closure principles with this
distractor stuff, haven't you Ed? Didn't you actually work
with creating closure and holding interest?

El) PAPIER:

We've looked atelosure, question-asking appeal elements and
such, as properties of program content.

WILLIAM G. DARNELL:

And they turned out to have appeal?

ED PALMER:

Well, we don't have any definitive work on that.

COLIN ,MacANDREW:

I would like to say something at the moment. I have in the
past produced and directed television programs for the age
range that we're talking about and faced very directly the
problem of setting up a studio and choosing a shot, and
making the program. I didn't have available to me at the
time such things as Distractor Analysis or Dr. Millard's
analysis, and I found that the only evaluator I had was
myself. This was,a very difficult and painful thing, because
as soon as I realized this, I also realized that I had to
"become" the typical person that I was trying to produce
this program for. This made a lot more sense to me in the last
couple of years as a restut of attaining the concept of structure
building, as Piaget outlined it, because I realized in retro-
spect that this was what I was trying to get in my mind: the
kind of structures that they wore trying to build. If I could
get that, then maybe I could very directly relate what I was
doing to those structures. Just in hearing the kinds of things
that Dr. Ack and Dr. Friedlander have been saying in terms of
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being able to do so pieces of these structures, you
could say "okay, fine% This kid .at this point has to
develop this kind of structure. Ho also has to develop
that kind of structure. Then we can begin to provide some
kind of context." Does that make any kind of sense to you,
Ed?

ED PALMER:

Well, the only thing that bothers me a lot is that reliance
on intuition.

COLIN MacADiiMq:

I agree wholeheartedly. I agree that what's valuable
would be this approach put together and correlated with the
kinds of, things you and Dr. Millard and other people have
been doing in this area -- the correlation.

ED PALMER:

It's interesting that you said you.bo_COme" the kid you are
producing for. I know that when we get a new writer for
the show, we make it a point to give him a lot of field
observation time. We sit him down, and make it a point when
we're trying to train writers, to see that he watches a
couple or three bits of material -7 say a whole show --
back there in the shop, without a researcher or an educator
around, so he has on purely his frame of producer. Then we
let him go off, and it doesn't make any difference if the kids
he sees it with do anything at all. He's there, and here's a
four year old kid this high sitting beside him.

WILLIAM C. DARNELL:

But don't we all see four year olds differently?

COLIN MacANDREW:

You have to go through a process, and this kind of:obser-
vation and relating to is a process I did in fact go through
in order to try to "become" -- you never make it -- but it's
a matter of a totally different mental set that you have to
have.

1

HARRY FRANCIS:

This is a kind of grouping that I think most progralli producers
and directors go through. I've gone through a similar exper-
ience myself; and this is one of the things that We)vo been
very guilty of producing for ourselves and hoping that we
can interpret what the audience will react to.

WILLIAM G. DARNELL:

I'm worried about taking away the experience of groping,
though, and the whole synthesizing phenomenon that takes



place, by trying to replace that grouping with a series
of principles.

I. 1) PAI :

it will never happen. But even to have in your repertory as
a producer the thought of using field observation methods, you
are going to look at your child in a different way than if you
never concerned yourself with this. If you've never been
through a session like this before, or had a propensity
to attend to this sort of thing before, you've got to come
out of this session a lot different producer than when you
began, attending to the aspects of production problems.

IP, l(NY P.RANC. S :

Of course you will. But it's still too random. How do
you provide your data for your producers? I know you
walk in with a chart. But in terms of the'Aranslation from
you and data to producer and program, what's the loop that
you go through?

EDWAnD PA :

Well, the producers go out and watch the kids watching,
so they understand the method very well. In other words,
we don't ask them to read about an abstract procedure. They
know the data from what setting, from what conteXt That
seems important to me. I'm not sure that it

We'll put the data into graphs and present it to the producers
and they'll watch the graph as they watch the program. We
do that very frequently. We'll watch the attention go up
and down while watching the program, and they are going
through the process they call "educating their belly
buttons"-- I think it's a very important process. They
really do begin to attend moment-to-moment.

Now, they'll come off with different ideas about why
attention is up or down. And, in fact, if you have a
different set of kids watching here than there, attention
is liable to go up or down for a reason, and it might
be a different reason for different sots of kids. But
you can usually find a reason for attention going up or
down. Our producers very quickly get grabbed up with the
face validity of the method, so that when attention does
something or the graph goes up when they expected it to
go clown, they don't question the method. Their tendency
is to question their assumption that it should have gone up,
etc. The method is compelling.
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HARRY FRANCIS:

Do you ever send them out to watch kids at play, or
watching things besides "Sesame Street"?

EDWARD PALMER:

Well, they watch kids watching television in addition
to the watch groups. But, do they watch kids play?
No, we haven't done that. That's not efficient time.
It's very inefficient. We want to be as highly structured
and focused as possible.

WILLIAM MILIARD:

But you're basic point is a good one: that research may
be used by the creative person and it may focus the
parts whore the curve shows what he does not want to
have happen and leave alone those parts which are working.

BERNARD FRIEDLANDER:

But it "-snakes one assumption that everything can be done
is already being done. If they're only watching kids
watching television, then they are within the existing
formuli.

EDWARD PALMER:

I deny that. I've been told befOre that you could
never discover a form of television programming that
doesn't exist by only looking at existing television
programming, and that's just flat-out untrue. If
you figure out that scenes of slugging a guy over the
head works here, having sex works there, and you put
them together you might come up with some imaginative
kinds of programming. A scene from 42nd Street.

WILLIAM MILLARD:

Do you have your writers watch kids reacting-to
television episodes in which the action is highly
nurtured?

EDWARD PALMER:

Well, yes. It happens many times on the program. But
you see, you're saying, "Look, the reaction is highly
nurturant", and what the producer may he seeing is
highly something else, and he may he looking at exactly
the same segment you are. This is why we need different
people from different disciplines )(poking at the same
data, telling us what it is in the program content that's
making for high or low appeal. I'll see one thing, and
you'll see one thing-- it's everybody's Rorschach Test.
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WILLIM C. DARNELL:

You're also suggesting that research acivity can't be very
remote from the producer.

EDWARD PALMER:

Well, this is the whole thing,

MARVUN ACK:

It seems to me that there still ought to be a theory that's.
possible to build. You've got two broad categories: content
and structure. You've got the theme of the program and the
.context in which you present it. That can be broken down in
a variety of ways. If you look at the great literature of
the world, there are really only what, a half dozen themes?
Okay. So you take Doestoevsky or Hamlet, and its paricide;
you take another set of books, it's the same central theme.
It becomes great because of the intellectual context in
which it is put.

The camera deals with'the same sort of thing. So one gets
'these themes. Now times change. You place the same theme
in a different context because_people.haveCertain_ego
tions; kids today are not like the kids of fifteen years ago,
and the same theme cannot be presented as it was. It seems
to me that these .are the kinds of things that can be built
into a kind of model where one can study those things which
are.essential.

EDWARD PALMER:

One man already looked at our list ::actor data, and he broke
up .the program content into categories: animation, live
action film, or whatever. He also arranges high and low
segments. He said that animation is what makes it for a
little kid.

MARV]N ACK:

Hut he's jumping to a conclusion. That is one of the factors.
Now. Let's look at other factors and see which correlate.

EDWARD PALMER:

Ah, but another person looks and he doesn't even say it's a
correlate. He says, "This is the primary factor coming out,"
that incongruous characterizations are what make it. Whether
that happens in live action film, or in animation, or where-
ever, is irrelevant...
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MARVIN ACK:

I bet soon yOu could got a cluster analysis, and yot would find
that maybe the live animation, plus the incongruous nature,
plus a certain aspect of the theme, and soon you could get those
together and look at them, and they could be predicted.

EDWARD PALMER:

And they'll be that combination for 42nd Street.

HARRY FRANCIS:

This is what we've been asking for, for two days. The techno-
logy to be able to predict.

WILLIAM MILLARD:

But creative people aren't'like that. A creative person has
to spin it out ald then test it, then correct it, then polish
it.

EDWARD PALM R:

But if a,_producer asks, "Wha,t can I produce?" Some researcher
will go to him and say, "Produce animation."

WILLIAM MILLARD:

A researcher cannot tell him what to produce. A researcher
can only say, "This is what happens when you produce animation."

EDWARD PALMER:

As a researcher, I can say, "Okay. You commission me. You
want my opinion of what you should spend your mone%, on if
you want to get an audience." I might say, 'Spend it on ani-
mation."- i.nother researcher who has analyzed the same data
from which I-deduced my point c: view is saying, "-Produce in-
congruous characters. It doesn't make any difference whether
it's on animation or whatever." Another one is going to come
in and say, "It wasn't that those were incongruous characters,
it was that every one of them was saying something vicious."

WILLIAM MILLARD:

If these factors are all that apparent to each individual,
it seems that somebody would come along and treat them sys-
tematically.

EDWARD PALMER:

That's really what we're asking for anclooking for. What are
the ones that are basic, and what arc the ones that are derived,
and how can you hand to a producer the most useful predictive
set of properties that he should try to incorporate into a show

if he wants to appeal?
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But froM a real-life point of view, you have to start from
where you are. You have certain fellows who can write and do
certain things well, and I feel we do, too. So they do the
best they can. Then you bring in research. You polish What
they've done. Creativity is original by definition. All
research can do is:tell you as a writer or producer whether
you've achieved to the extent you wanted, and according to
what yon) were trying to do. And this is in the pre-testing
research stage.

WILLI1 1 G. DAPNELL:

If I could collect together in one pile all of those things,
which were holding high interest and put in another pile
those things which weren't, and then do my cluster analysis
or my mental factor analysis or whatever, then I'm now break-
ing down through them and beginning to digest them. So may-
be from the point of view of getting going in research you're
saying, "Ali right. I've got some techniques at this particu--
liar point. Maybe I ought to start running them against a whole
lot of things and do some analysis".

EDWARD PiaiMER:

You know, I just had a guy do a paner here, he found some
properties, some attributes, of television programs that
correlate with whether something is high or low in appeal.
It occurred to me that I would like to have someone else
look at his same clusters of high and low, which is what he
did start from, and tell me what he thinks those attributes
are, because different people are going to tell me different
things.

MARVIN ACK:

Now, if you get a list of attributes that,a,group of research-
ers all say have a.significant effect, okay. You've developed
a cluster. After this; it is not hard to use any one of them
as an independent variable to alter this or that, to see
it's effect. One need not do that in actual programming ...

EDWARD PALMER:

I'd like to see that research happen. So what could follow from
this meeting? I'd like to see research on attribute definition.
Let's nail it down and find what really is basic and what is
derived or consequent-upon that.
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BERNARD FRIEDLANDER:

It occurs to me to comment on how things ,tend to stay in their
pre-existing categories. Isn't the family-situation comedy
the most popular theme for family shows in the prime time?
Okay. We've had it demonstrated a thousand times that family-
situation comedies are the best way to hook an audience; and
yet, what use is made of the family setting for instructional
television? Absolutely none. Is there any family situation
where we make use of what we already know is popular?

RICHARD GIDEON:

Beautiful point.

BERNARD PRIEDLANDER:

One of the great themes of psychological importance in the
childhood is the search for the identity of the parents.
Absolutely. You can find that in literature, you can find
that in behavior, you find it in psychoanalysis. You can
find it everywhere. And yet, we put family-situation come
dies in one category; and we're talking about animation;
and we're talking about incongruous characters; and we are
never thinking about the search for the family unit in the
instructional situation. .That!s.what.I:meant.when.I-said,
we tend to keep these categories separated in closed sys--
temp. These systems have to be opened up.

ED PALMER.

There is another thing I would like,to see come out of this
conference. If there are some methods that a lot of people
can find useful, I'd like to see some hardware sophistication.
I'm thinkihg of the movement toward the development of effi-
cient and effective ways of processing the data. The Stanton-
Lazarsfeld Audience Analyzer that I saw in New York City was
very sophisticated as a technological device. I think you
have to be rather awed by it.

WILLIAM G. DARNNEL:

Frank, are there any questions you'd like to throw out? You've
been sittin x quietly.

FRANK FURBISH:

Well, I can bring one little breath of air from outside the
room. I've spent a lot of time and effort on magazine re-
search for editors who have gone through exactly the same
problem. We finally came to the conclusion that pre-testing
is a lot more important than post-testing, and that a re-
searcher is never going to replace the creative guys in this
business. We've always given our editors the freedom to ig-
nore or disregard research findings and trust his own judgment
and own creativity in coming up with a new idea.
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MARVIN ACK:

My question would be, of those creative people who you gave
that right to, how often did they ignore those researchers?

PRANK EURBISH:

Not infrequently, because ',71 magazine is a different instru-
ment than Harry's problem.

WILLIAM C. DARNELL:

Whereas they take the information and go a step beyond.

FRANK FURBISH:

They would go on small audience ideas. In other words, we
didn't have to get significant numbers for a specific pro-
gram. We can get an average issue that's fairly high, but
this same guy is going to get the same magazine for 24 or
36 months. He Will take the unusual and the remote and still
get satisfaction out of what he's receiving. But I think that
there is something to learn from both businesses. Everything
does not have to maximize audiences all of the time.

WILLIAM G. DARNELL-:

Then maybe we're not looking for a 95 percent score on the
distractor analysis for a full 28 minutes of programming.
This is what we were talking about yesterday; that is, tak-
ing your hour and breaking it down into component parts.

As you move into the adult hour, I've noticed two or three
programs on the air. There's one called "Night Gallery"
which has little two-minute clips, and a 10-minute clip,
and a five-minute clip, and it's got a 20-minute main story--
all within an hour. There's another one called ''Love, Ameri-
can Style' or something like that. Again, it has a series
of small stories in it. What's happening, it seems, is that
we are getting some changes in programming concepts that fall
More along the lines of what we are talking about with maga-
zines.

WILLIA MILLARD:

A lot of testing lids been done on the magazine-type program,
such as the shows that are on late at night and the "Today"
show. Here, if the quality of the acts presented sequentially
are not up to a certain level. of audience appeal, you lose your
audience. It isn't as though you can turn a page. You're stuck
for five minutes, or three, or four minutes.

WILLIAM G. DARNELL:

At which point you've changed stations and picked up something
else.
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WILLIAM MILLARD:

That in itself brings up another interesting possibility for
future use of research and underlies the difference between
the media of print and regular television -- particularly where
live programming is done. It is possible right now with pre-
sent technology to present to the director of the show an indi-
cation of audience response on a continuing basis. He then can
decide, when he sees his curve dropping, dropping, dropping or
climbing, climbing, climbing if he wants to change his empha-
sis, or bring in another guest, or throw in another commercial,
or what. One of the problems with some very good programming
is that it builds and builds and builds and then is allowed to
stay on too long. It overstays its welcome and audience reac-
tion then starts down; whereas, if the thing were clipped when
it had reached its peak, just as it was starting over the
hill. Now this only works for certain kinds of programming --
quiz shows, interview shows, for example. Live shows, which
are taped very often could have spontaneity because the fre-'
quency of the change would be tied in to the reactions of ,the
people in the test audience.

HARRY FRANCIS:

That's an interesting editing concept.

B. ALLEN HENN:

Edit against a pattern.

JACK BOND:

Let's say you were using your responder analysis on a live
audience for the Johnny Carson Show;' and you were building
a curve in the process, could you use this to "censor" parts
of the show before it was actually aired? Has this type of
thing been done?

WILLIAM MILLARD:

I tried to persuade Tom Kaufman to persuade the "Tonight Show"
people to run an extra minutes, and then drop out the low
points.

RICHARD GI MON :

The only problem is that you have interaction of the people
sitting there, and how do you cut that out? You can't go
back to where you had one person sitting in the chair.
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HARRY ERNCIS:

They're doing this with the show out of
Chicago, where the thing runs vertically all night and they
edit the best 90 minutes. The trouble is that is looks great
on paper, while they wind up with a very disjointed show that
is hard to follow.

WILLIAM MILLARD:

This is the editor's problem obviously. But suppose you had
a show that did this (demonstrates) , and you saw it happening
or you taped it complete, you could edit that part out, if
you were smart. If this goes riding high here, you could
strike these.

13. .ALLEN 13VNN:

There's an interesting question about whether that curve could
fill in the gap, by the way, if something Was edited out. It
is not clear that it has some sort of additive feature. I'm
talking about the responder measurement itself. You can run
the responder or your measuring device against an unedited ver-
sion, then you can edit down. If you were to run it again, I
wonder if the resulting final pattern would be the former pat-
_tern with the low, points_taken-away?-

JACK BOND:

1/1,...7e you drop out the low portions, do the attention patterns
tend to sustain across that gap?

WILLIAM G. DARNELL:

Is it equal to the former patterns minus those places that
you edited out?

WILLIAM MILLARD:

The average is higher because instead of having to build from
a low point up, you build from a reasonably high point up.

ED PALMER:

We've shortened long piece, and improved our appeal. We have
taken three minute films and animations and the like and cut
them down.

B. ALLEN BENN:

I'm talking about the pattern itself. It would remain there
if you were to take some of the three minutes out. It's not
just gluing patternsback together . . .
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BARRY BRATTON (Observer):

Excuse me, but if you knock out the valleys, your assumption
now is that you want constant appeal. What about the idea of
keeping that low point there just for the very fact that is
emphasizes the following. It has a dramatic effect.

HARRY FRANCIS:

I think that's what he's saying. In building your dramatic
curve, you come up to a peak and you hit a valley. The whole
theory of building a dramatic curve is that each subsequent
peak is higher.

WILLIAM G. DARNELL.

But on the other hand, you may not want the valley to go too
low or too long or you might lose your audience.

ED PALMER:

When we go from testing Lour-year olds to testing eightyear
olds, we see that fluctuations are much more marked and fre-
quent that the older kids are much more selective compared
to the younger ones. You look at the curve of one of the
younger ones and it's a soft. curve with gradual changes-.- With-
the older kids, it's quite abrupt and they swing further when
they do change. But our swings are usually fo.J: five or seven
second intervals. More than a minute of a low spot is very
unusual.

WILLIAM MILLARD:

In terms of sampling, someone asked about the possible use of
the studio audience. This is not a good audience. Normally,
research is conducted with the notion of improving a program
sufficiently to win the marginal people who might or might not
like it And those aren't the people who ask for tickets and
stand in line to go to the show.

JACK BOND:

A change in the procedure so that your invited individuals might
Change it?

WILLIAM MILLARD:

Conceivably.

B. ALLEN BENN:

What does it cost to get a show out on the street?
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HARRY FRANCIS:

A network show? "Bonanza" is running around $230,000 an episode.
B. ALLEN HENN:

What about your average, weekly, half-hour show?

HARRY FRANCIS:

We've mentioned "All in the Family" it's running at $95,000
per episode.

WILLIAM G..DARNEI.L:

That's $95,000 each week? What would it cost to . . . Wow!

MARVIN ACK:

Maybe we should have started with that.

WILLIAM G. DARNELL:

Where are the bulk of the costs? Are they in hiring the actors?

JIARRY VRANCIS.

A lot of it is still u9 above the line in the hiring of the
talent. If it is something like "Bonanza," where you're doing
an hour show on location every week, then you've got some pretty
high costs below the line, too.

WILLIAM G. DARNELL:

Let's suppose you're dealing with a series other than a quiz
show or a magazine-type show; let's suppose we're doing "Mission
Impossible," for example.

RICHARD GIDEON:

It's one of the high-cost programs.

WILLIAM G. DARNELL:

In the process of producing such a program with these costs
and tight programming schedules, it doesn't seem that you can
stop a program just to fix a section. So, overshoot and maybe
collapse-back, right?
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PlERE:

That's what I was saying this morning just before lunch, that
in fact , I reckkrd television a0 a mass production industry
because it has to crank out 18 hours of programming a day. I

did some research into Flip Wilson last year, his show's best
season. It cost $150,000 per show. Initially, adVertisers
wouldn't buy into it at $35,000 a minute. This year the show
cost has probably risen from $150,000, but it's getting from
$68;000 per minute. That's making a lot of money.

The "Johnny Chrson Show" costs about the same per week as the
"Today Show," and that's running just over $100,000 per week.

1'iI.LIAM G. pAR,IELL :

So if one could in fact demonstrate that they were in a posi-
tion to improve a program's audience appeal, then the costs
could actually be put in the marginal class if you were talk-
ing those kinds of shifts in terms of advertising dollars.

ALLEN PIEFCR:

Even in the case of Flip Wilson, it was an unproved commodity.
Some stations wouldn't clear it; including the -major stations
like WLLM in Indianapolis. I think I'm right in saying that
they initially wanted $50,000 per minute for six network min-
utes. They came down to $35,000 per minute for six network
minutes.

HARRY FRANCIS:

'Just to get it moving.

ALLEN PIERCE:

By the 13th week of the show, because it was attracting the
high ratings, the cost was over $60,000 per minute. In this
season, it's much higher than that.

RICHARD GIDEON:

It is very costly to try to save a show. My experience was one
in that area when I was with an agency. -- you might remember the
show, "Empire" that was sponsored by Chrysler. It was similar
to "Bonanza" or "Big Valley." They found that the two women --
Terry More, and I forget the other one, has a negative effect
on the show; so, by the second season, it was a marginal fail-
ure. They took the two women out of it to try to save it, but
it didn't work and the show went off the air. So they do make
changes in the format or the characters of a show.
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IIAIIII? RP..\IC S :

There's a lot of testing of pilots as you mentioned earlier.
Pre-season. "Sandy Duncim" is a good example of that. After
testing the first show, they finally gut it twisted around into
what they thought was good form.

mAnTY STEIN .(N3C Observer):

Correct me if I'm wrong. I know a lot of people in production
and it seems there is one cost element that hasn't been men-
tioned. This is, a lot of times, the network will just see a
script submitted by a production company and, based on. that
script, they buy the rights and pay for it to be produced into
a pilot. They don't even know if it's going to be right, really,
except fof what they have seen in that script. Then a pilot is
produced and it's tested, but they have already spent "X" num-
ber of dollars.

WILLIAM G. DARN LL:

But they know the producers'.

MARTY STEIN:

Rut they are going on Chance a lot of the time.

WILLIAM G. DARNELL:

What's involved in testing a pilot that is different from the
kinds of information that we're looking for? What do pilot
tests involve?

HARRY FRANCIS

They use the standard program analyzer, and they come up with
a dmographic breakdown of the show's appeal.

WILLIAM G. DA,'NELL:

But then do they take that information and look at it all rela
tive to the content and do they then try to predict? Perhaps
what we've been suggesting is being done now, to a certain ex-
tent, but is in need of being harnessed.

HARRY FRANCIS:

I just have a "gut" feeling that we can utilize, but gb beyond
the kinds of systems that are available now, and are filling
the current need of evaluating production after it has already
been accomplished. The ki.nd of research I would like to see
the industry get into would be the kind of research that can
anticipate and build better programs.
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Do what better? That's too vague

flAI2IY FRANCIS

Attract more people/attract larger audiences, motivate
people in a more controlled direction.
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Motivating people toward

WILLIAM G....DARNELL:

. . toward returning to the program.

MNIAUN ACK:

With that you've got one problem, and if you can be more
specific; you've got a different set of propositions and
a different problem. If the industry's only concern is to
have its audience there is one set of theories, one set of
propositions, one set of things that you can do, etc., that
are time-tested. Your're doing it. You can find out how
to present something a little bit better; but, if you say
somethinc. beyond that--for example, that you want to moti-
vate people-then I must ask you, "motivate them to what?"

BARRY FRANCIS:

It depends upon the subject of the program. If you are do-
ing a program on the arts, you might want to motivate your
audience not only to come back to 'the show, but to develop
their artistic drama groups or to do some outside reading
on drama.

WILLIAM G. DARNELL:

That's going to the specific subject area.

HARRY FRANCIS:

Let me give you more examples on motivation, and we've been
talking basically about entertainment in the arts. One of
the very important things that broadcasting stations do today
is develop current affairs and documentaries. I've grown up
in documentary production and have gone out with the camera
and seen something, and all of a sudden it turns into a docu-
mentary like we were talking about the other day.- But, a
documentary produced and aired on a local television station
or on a network is of absolutely no value unless it motivates
its audience to some kind of action. And I don't care what
the subject of the documentary is. Whether it's racism, or
poverty, or a hole in the street, you've got to motivate them
to some sort of action.
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What kind of action would you want to motivate them to in
a documentary oa poverty, for example?

HARRY FRANCIS:

It &Tends upon your point of view. Let's take the hole in
the street. You might want to motivate them to drive around
the hole in the strect and ignore it You might want to mo-
tivate them to go to their town council to get the hole filled.

CIART;NCE YOGRLSTROM:

Didn't Westinghouse do this for a series a few years ago where
people could send their reactions to a series of questions in-
to the local newspaper?

FRANK FURBISH:

I think what they did was produce a network show and have the
local station come in for the next 15 minutes with local people.

HARRY FRANCIS:

Their first one was, "One Nation Indivisible."

CIARFNCE FOGELSTROM.

But what Ed is doing, 'or what has been done on "Sesame Street,"
for example, has not necessarily been on the program itself.
That is, there are materials available through the program
that reinforce what happens on the program. Has anyone ever
done that in commercial television to reinforce any of the ma-
terial that's presented--sav, in the documentaries?

ED PALnr,R:

Print or any other kind of handouts, multi-medial kinds of
things, have never been done in the broadcast context. I

know a group, now aborted, that was in the business of de-
sigiling an ecology series for public television, and the plan
was indeed to have a multi-media approach with specific kinds
o.pamphlets and forms that you could use to write your con-
gressman, suggestions for who you could phone if you wanted
to know something (complete with number and city) , all of, them
were suggestions for very specific actions that people could
take that were designed, again, to lead to other kinds of
Commitments and actions.

HARRY FP.TN<:TS:

CBS just did a drug doCuMentary call, "if You Turn on," and
they wound up with a motivation to get local action. It was
very well done. That's what I mean by motivating.
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WILLIAM C. DAPNELL:
_

What did they do to motivate?.

HARRY FRANCIS:

Don't ask me? That's what I'm coming to learn.

PALTT11R:

The Corporation for. Public Broadcasting is presently doing a
feasibility study for a program designed to help people who
want credentials like a high school diploma or a passing score
on the Civil Service exam to have the reading skill, the test
taking skill, or whatever. I'm not sure exactly what skills
they will identify. They are in a very early stage, but they
want to iiotivaLe these individuals to act on their own behalf,
to take advantage of locally available. training programs, and
to learn from the television program itself to get off.their
"duff" and get a better credential that will help them get a
better job. At a minimum, they want these people to examine
their own situation and see if they want to change it, or stay
in the chair drinking beer, or whatever it is that they do as
an alternative. But all of this revolves around "motivation."

WILLIAM 1.1TLLARD:
----------------

The commercial researcher studies comprehension, the message,
and each element within the 30 seconds or so that is related .

to this--putting the point across and winning attention. They
are doing a double job.

ED PALMER:

Do you know anywhere where there are descriptions of the
methods? Does anyone here know where I can get material-- -
either a description of the methods for doing that kind of
study or the results?

HARRY FRANCIS:

I do, but I don't know whether you can get it.

B. ALLEN LIPNN:

That's the problem. A lot is proprietory. Hire a consul-
tant, Arthur D. Little, for example. But they won't give
you their method. They will give you the results, though.
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MARTY STEIN:'

I have done a search fcr. JiLorature on children's commercials,
which I mentioned before, and the only thing I found was the
Scott Ward, which is just used . .

WILLIAM G. DARNELL:

(voices mingled) I've got a great place to start. Seventeen
tons of program analyzer data which may not be as good or as
bad as others, but it exists, moment-by-moment, and program-
by-program, on programs that have been pre-tested, posited
and maybe put on the air. They have been put on the air and
we now have summative kinds of Nielson ratings, we know what
parts the populations . . . I'm saying "we" collectively, the
world.

ED PALMER:

We don't have access . .

WILLIAM G. DARNELL:

But we are also talking of cooperative exchange and the like.
This is the first example of not being able to share informa-
tion.

MARTYSTEIN:

NBC has data. I mean if you really want to learn, I think
you should have a congressman include the program testing
people per se.

WILLIAM G. DARNELL:

Are you going to make your information available, Ed?

ED PALMER:

When it's available.

WILLIAM MILLARD:

What about information from government sources?

WILLIAM G. DARNELL:

Do you get this kind of information at USIA?

WILLIAM MILLARD:

Yes, and also NM, ARDVA . . .
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WILLIAM S. DARNELL:

Theuelii tItuff out there, so what we need to do is bore in and
get hold of some of this.

El) PALMER:

It isn't going to happen.' Let me tell you what my strategy
would be if I had to organize a universe, given the way things
run in realities. I can't get exercised over tho fact that
some people have information that's proprietory. They spent
their money on it, but that doesn't bother me. I personally
have an "open information" point of view, and I find the situa-
tion distressing. I can't understand them, but in this country
that's the way you can be if you elect to be that way. But,
rather than letting this become the topic of conversation and
grindingover it and exercised over it, a very con-
structive response we could give would be to develop the best
methods of audience measurement, the best methods of motivation,
of comprehension measure and all the rest, and make it publicly
available. Nobody is going to get that much better in secret.

WiLLIA14 S. PM:NELL:

You knew you are speaking from a position quite different
than I think others might be. How big is your research staff?

Ei) PALMER:

TWenty.

WILLIAM G. DARNELL:

Twenty people. Well, you see you have a capability there that
may not be available in other situations. You also have got
contract monies to work with.

ED PALMER:

We also have a narrow mandate.

WILLIAM G. DARNELL:

You have also stepped out and done more things than other
people which is obvious, and not everyone is able to go off
and do it on their own.

ED PALMER:

I would just like to see a lot of people doing systematically
what I can't do systematically because it goes beyond my man-
date. One of the things I'd like to see is hardware sophis,-
tocation. I don't care it it's proprietory as long as it
works. I would also like to see attribute definition, and
what not, from various disciplines. I don't say they have to
muster up all the disciplines and do one grand theory of . .
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If somebody really wants to Lake on that business of formulat-
ing one grand theory about audiences measurement, dandy.

WILLIAM G. ImilmJA,:

We have already put a lot of money into hardware development.
Perhaps we should be stimulc.ting software development. But
is there any research going on within the Office of Education
along the lines of what we're talking about? Is this some-
thing your agency ought to be aware of Other agencies are
doing it. USIA and NI!' are doing it

CLARENCE FOGEM>TROM:

Yes, there is research within the Office of Education. The
microfich, the little portable reader, was developed out of
the Bureau of Research.

WILL-1'4'4 G. DARNELL.:

That's a hardware development.

CLARCNCE FOGrLSTROM:

There are other areas of development which are not necessarily
in reference to what we are talking about here, but that
doesn't mean that it couldn't be.

WILLIAM G. DARNELL:

There is already some hard-to-get information around on methods.
Some of the information came out of the Pastore hearings and is
now tough to get access to. The NIH folks will tell you who
the people are who conducted studies. So, if you seek informa-
tion, you have to go to four different parts of the country.
By the time you reach the people, their information is back
sitting at NIH. So, I guess nobody is sharing.

B. ALLEN BENN:

m beginning to think back to advertising per se. In terms
of its behavioral aspects and meeting behavioral objectives,
I think perhaps the sponsors have developed a great deal for
a lot of reasens. For example, sponsors operate almost like
a parasite on the backs of the programmers who develop a pro-
gram that takes up about 80 percent of the space. They ride
on the back with an advertisement. Now the sponsor study in
depth the impact of the advertisement while they require that
the program produce the exposure. They only need targeted ex-
posure from the program. But the advertisement, on the other
hand, must meet all kinds of very specific behavioral objec-
tives. So, in advertising, you get into, research, using dial
switching- -and that's all behavioral. It's related back to
the advertisement. Negative impacts of repetition, positive
impacts of it--form animation, what have you. It's old hat.
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It's interesting that. Proctor and Gamble spends about 269
million dollars per year on advertising. They do all kinds
of tests: piloting, market research; they have very fancy
and sophistocated mathematical models of impact, learning
theories, learning models, Markovian band switching models,
and this goes on and on. Proctor and Gamble has one of the
best operation research groups anywhere. It's been there
now for twenty years.

WILLIAM G. DARNELL:

Then why can't they turn that power toward the programs that
they are supporting to help insure that they are getting . .

HARRY FRANCIS:

They have a lot to do with program .

WILLIAM G. DARNELL:

Do they own any of those shows?

HARRY FRANCIS:

Vertically, they own the shows they have on the air, like
"Secret Storm."

MARTY STEIN:

But, a lot of the time, the show is bought before it is sold
to the sponsors.

B. ALLEN BENN:

Even if they are 'financially tied, it is a different process;
hut, as far as the advertising side of it, they study the heck
out of it.

MARTY STEIN:

Well, there was an era when Chevrolet sponsored "Bonanza,"
period. There was one sponsor. But, nowadays, you find a
scatter by spots.

WILLIAM G. DARNELL:

So you can't direct it as well. Now, they are buying spots
because they figure random coverage is better than gambling
on a particular time.

RICHAP,D GIDEON:

You put all you eggs in one show and that's the only people
who will see you. People are, by and large, loyal td a pro-
gram.
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ALLT1N PFNN:

1)o they design logitudinal impact studies? The techniques at
least, are usually published in the journals, aren't they?

OARVINACK:

The findings are not.

B. ALLEN BENN:

I'm really interested in that. Findings would be specific
to a particular product and you can talk to those people.

WILLIAM G. DARNELL:

Well, we are all frustrated to .get our hands on more infor-
mation and, therefore, arousal is our resulting behavior.
We'll create a new agency which covers . .

B. ALLEN BENN:

Is that the question now--what do we do next, or is it what
does Harry Francis do next? Would you (Harry) use the distrac-
tOr analysis? Would you use the .program analyzer or the Play-
tests, with modifications?

HARRY PPANCIS:

I don't know. I would like someone more learned .

B. ALLEN BENN:

We have talked about a statistical decision-making model for
investment on the front end. There is a lot of subjective-
ness to deciding what you should invent quantitatively. When
you plan comilunitative, there's a lot of models you--that apply
to that as well--as smell as the mom and pop jockeys you talked
alieut, the gambling model comes in whereas if you are a big Com-

(Laughter)

BE ' F

This is the most majestic sell I have ever observed.

(Great laughter)

Mem and Pop, with one hand on the cat's pulse.

HARRY FRANCIf'.,;:

No, I think that this is something that at least I would pre-
fer to have a psychologist tell us. Which is the best way?
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VILL1AMG.DARNELL:

One of the things that you might do is go out and do some
very intensive small group studies of perhaps five kids, mea-
suring them with a videcon, interacting with them during the
program. If you are looking for new direction, new measures,
new techniques, take this small group and intensively study
them with your team of psychologists, operational people,
and the lot. That's one way to go.

B. ALLEN HENN:

Do we all get to make a suggestion at this point?

WILLIAM G. DARNEL L:

You have a suggestion? Okay, we will go around. We have that
amount of time.

B. ALLEN BEM:

I would suggest a decision-making model for investment coupled
with the il:,modiate use for distractor or something akin--I feel
that is a low cost thing and I think that there are immediate
benefits from that. At this moment, it can be used by all.

WILLIAM G. DARNELL:

Is Bill Mallard still here? I was just. going to ask him what
.

it cost to run his program analyzer. They have fixed costs on
that.

We're going to pull the shades clown in 15 minutes, so if there
are any last items that haven't been included, suggestions as
to direction . . .

ED PALMER:

Let's get back to what Harry Francis ought to do. I think that
with his results and his program in hand, Harry ought to base
his decision on the results from various methods and say which
he would like to have for his program.

HAROLD Y.ATZ:

It may be too late for a comment of this type but there is a
group missing from this conference--these are the people who
create programs. I mean producers. The people who do the
writing and sit down and worry and stew about what they are
going to put on the show. We have been talking as outsiders
to the problem.

ED PALMER:

In television, a producer is the one who really puts it all
together.
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WILLIAM G. DARNELL:

I thilik that't, a good point; one of the things that I'd like
to do, for example, is sit down with Dick Gideon and figure
out how he takes information off TVQ, puts it all together,
and cones out with interpretations. He does some magical
things in thele. Similarly, I'd like to talk to the producer,
watch the producer, and analyze the producer's behavior. It
might he very interesting to get him to talk into a mike as
'he's thinking the program through-train him to talk to a mike
the way you try to get a quarter-back to talk to a mike in a
football game.

BARRY PR7,NcIS :

These are Things that we have learned by navel contemplation.

WILLIAM G. DARNELL:

Doesn't matter. There still may be in there some cues that
are needed to move to the next level of research.

UARRY FRNNCES:

We need to get into the, area of communications with the psy-
chologist. This is an area where we have never been before.
We've got to open up that dialogue and utilize the information
that the psychologist can give us. Because we're not.

WILLIAM G. Dr.RNELL:

That's tapping a big body of knowledge. Clint--this is Clint
West, by the way from the Office of Education.

CUINT WEST:

I'm sorry that we have not, at least within the administration
of the Office, had more involvement with you in the last few
days; but we have been in a rather dog-eat-dog rat race this
week that keeps my boss, and at least those initiating this
conference, running. I'm obligated to thank you for spending
your tiro with us, coming together, and letting us allow you
to pick each other's brains. From what I've heard in the time
that I've been here, the fecCriack from some of my people like
Barry and Oarsmen here from the West Coast and some ,pf our
other staff pcloplo who have been in and out, you have appar-
ently produced something much to our satisfaction, whether it's
to your satisfaction yet or not. Thank you for being involved.
Thank you for coming and spending your busy time with us.

WILLIAM G. DARNELL:

Thank you for your support. Okay, I know you want the
psychologist, .1 know why you want the psychologists and I know
that there were things that have been said by Ack and Tannenbaum,
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Ekman and. Priedlandor that are related. But what about the
distance? How do we get that stuff that Tannanbaum was play-
ing around with from there over to the guy?

JACK POND:

Get it into Harry's script.

WILLAIMGlpARNELL:

Get it into the script? At script level? How do I deal with
the arousal-aggression concept at this particular point? And
what can I say based on that piece of research? What can I
say about what came out of Ekman's facial expressions research--
right now 1've got some hypotheses, maybe, that are going to
be tested. And maybe these hypotheses generate. But you still
need to have the operational research if you are going to really
translate it

MARK CARSMAN: (Observer)

What makes you think you could use psychology, or the science
of psychology, or the knowledge that presently has accumulated?
You're making an assumption, I believe, when you say, "How can
we use it?"

HARRY FRANCIS:
_

You think we couldn't?

MARK CARSMAN:

Looking at what they have--even Dr. Tannenbaum said, "Don't
ask me questions, or I'll give you an answer." And that
happened in psychology before early in this century when' the
army decided that they needed some way of measuring something
for their purposes, so they came up with psycho-analysis.

WILLIAM G. DARNELL:

Psychology is a broad yield. How about the people who are
coming in from the behavioral end?

BERNARD FRIEDLANDER:

It does work. What I do works. What Marvin Ack does works.

ED PALMER:

You have to go to a high level of that abstraction before
Tannenbaum's comments become real. I'm serious. At an opera-
ting level, we've got things that work and tell us specific
questions. It's when you get up to this high level of abstrac-
tion that it tends to trickle away.
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BERNARD FRTEDIANDER:

We'll both give them equal Lime. No it's wrong to think
are at the bottom. It's only at the ab-

itET6TT6n -376v6117 that you are at the bottom. At the opera-
ting level, you can find out what you want to know.

MARK CARSMAN:

Then what could you tell Mr. Francis that will help him?

BERNARD FRIEDLANDER:

I'm going to strap him down, put my knee at his neck, and he's
going to be told.

MARK CARSMAN:

Are these things developed directly out of research, or
insights?

BERNARD FRIEDLANDER:

Look, I tell my students that there are three columns, and I
tell them when it is going to he "A", ub", or "C". Column
"A" is demonstrable lard data that survived; "B" is strong
inferences based on demonstrable data; and "C" is personal
opinions. I always tell my students when they ask, "Is that
'A','B', or 'C'?" They will stop a minute--well, that's "A"
or that's "C" or "B". You can deal .with a lot of things in
those ways, and a lot of stuff falls in the "A" category of
demonstrable research. These are specific questions that can
be asked by these people.

Ed's trick is to see where the kids' eyes are headed--see what
they are looking at. My trick is to see which of two choices
the kids will make when given a choice. What will they do?
He gets very hard data; and if you ask him questions that fit
into that paragon, it will give very hard data. If you ask me
questions that fit into my paragon, I'll give you very hard
data. If you ask the wrong questions, then that's your fault.
But it takes . . . you can get the wrong answers. You put gar-
bage in, you get garbage out. If you put good questions in,
you get good answers out; and it takes experience and familiarity
with what you're doing to have a good question. Sometimes it's
right, and occasionally you make mistakes.

HARRY FRANCIS:

That's how an experienced investigator knows when a question
hangs together and when answers hang together. Isn't that
right, Ed?
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ED PAL ;' :I

Yes. if you were to give the information to producers, the
Lost is whether they keep coming back for it. That's one test.

HARRY FRANCIS:

The producers keep coming back if they feel its being helpful
to them.

El) PALMER:

In terms of just the models or the form for putting together
information, the producer can use everything that's available.
You can use television to tell it to them. You can just take
them out in the field and involve them in it. You can give
them,a two-year training' program in methods, and they can go
back and play with it. In fact, we find that just on the appeal
of the program models, we have two or three producers who like
the distractor a good deal and keep coming back for more. But
we have one producer, now the head producer for "Sesame Street,"
who wants a different form of information. He wants a matrix
for every program segment: "What did the kids of each of ten
groups say, how did they behave, what overt behaviors did they
exhibit, and were they watching or not?" Sort of a survey of
what they tend to watch.

ED PAIR:

But all the producers, while.they may like your interpretation,
cetainly don't want to be bludgeoned by research. They don't
want to feel that you are using it to force a point that you
may have lost earlier, or something. And that's a part of the
politics of researching for producers. I think that everyone
likes to take the data and then take the leap of fate themselves.
They may want your interpretive guidelines to make that leap.
They may want the satisfaction of feeling that the leap they are
going to make is the leap you would make, that they are in com-
pany with someone, that sort of thing.

BERNARD FRIEDLANDFR:

When you ask the question, how do you get the data to the
producers, there's another law here. It involves the pro-
ducer in the selection of a method and Ole selection of a
question. The result is that you bring in an answer to a
question that he helped to formulate; and he helped decide
how to provide information that is responsive to it.

ED PALMER:

The producer could be sitting there waiting with his shirt
sleeves rolled up to help you process the data so that he can
got the results faster. If you take your data as z fait accompli,
the study is done; and if you did it for the producer but this
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is the first time lie has ever heard of it., he may find :t use
for it, but he's less likely to.

HARRY FRANCIS:

Then that's the whole psychology of involvement. Motivating
any employee.

ED PALMER:

Believe it or not, I have to work and work to get. those 2)
researchers that I was telling you about to do that I have
to threaten.

BERNARD FRIEDLANDER:

Some of these questions come down to how you run your shop.

ED PALMER:

I don't know whether those are research questions.

B. ALLEN BENN:

I was wondering about the Office of Education. We have talked
about, say, a private producer--what about a larger organiza-
tion with somewhat different goals? What do you suggest in
that area?

WILLIAM G. DARNELL:

For example, how do the results of this conference get back
to the Office of Education, our sponsor--and, apparently,
there is something in it for the Office of Education. What
does the Office of Education do with it?

CLARENCF, FOG=STROM:

The information that we would like out of the seminar or that
comes in the final report submitted to the Office of Education
will include recommendations as to what direction we might take.
This includes recommendations for commercial television because
we're interested in that, too. But, all the recommendations
that come in will be fed to the Commissioner and to the Asso-
ciate Commissioner in our particular bureau, with recommenda-
tions that we will make within our own division as to policy,
or decisions that should be made. That doesn't mean that any-
thing will coma out of it, but it could mean that. I do think
that something can come out of it as far as dissemination of
the information that comes from this is concerned. It can be
in an abstract or in a Trend report that comes out. of .ERIC so
that other people can get information. And I think there are
a number of people interested in this. I think that Dr. Dar-
nell mentioned that he has had inquiries from Germany on this
subject, and there are other countries with our same problems.



It's not just in the United States. There has been very little
done in this area, and in fact, this is probably the first semi-
nar which brings together such a diverse group. In other words,
not just educators, but people from the commercial field too to
discuss the: varied subjects of concern.

WILLIAM G. DARNEUL:

In terms of the Office of Education's recommendations, I'm
not sure that the recomendations are any differentother
than structurally. From the programming point of view/ you
have the exact 'same problems. I think that many of the kinds
of things that we're talking about are common problems. Via
Canada, the word got to Germany that this conference was on.

ED PALMER:

All over the world, by the

BERNARD rRIT:DIANDT712.

And the 3apancse will probably make it work.

WILLIAMGDARNELL:

Maybe we should sub-contract to the Japanese to solve the
problem. They could develop the hardware and the Germans
could develop the analysis techniques.

ED PATMERt

'Lou know, i would recommend to the Office one possible action
based on the following: I know that there is a consumer market
out there/ if You will. I'm talking about researchers, pro-
fessionals, and businessmen who are developing educationally,
socially relevant television p-rograms, audio-visual materials,
and the rest. There is that consumer market all over the world;
that is, people who want to know about this kind of research.
We have on our premises people from four different countries,
spending periods of time with us, learning how to do Oils or
that, so they can go back and incorporate it into other tele-
vision programs. They are doing all kinds of audience mea-
surement research. I don't have the time to provide> all that.

We had a small training grant that I got to provide for research
traineeships, to let: researchers come to get training. I know
the demand is out there, and I know it's big, but it seems to
me that if anybody does anything, ti should be under public
auspices so that IL does become public information, general
knowledge. This ava'ilability would help an enormous number of
groups. There are groups in developing countries that are very
keen on cycling their television productions into more effec-
tive instruments of instruction and social action. I think that
anything or anyone (from an agency, for example) who can syste-
matize any of these questions to help develop the methods or
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anything related to it, would be of far-reaching help.

JACK BOND:

The one prohlem I have working in a capitalistic society is,
s one who is professionally committed to research, that 2:
still have to feed and. clothe the family while making these
kinds of endeavors. So, how do you get this kind of nupport
on a continuing basis?

WILLIAM G. DARNET:L:

Funding and re-funding comes to research that proves to be
useful and relevant.

It's ti-e bewitching hour. Are there any last comments-any-
thing that you have been living with for the past two days
and have been dying to say?

MARTY STEIN:

I would just like to thank you very much for letting me come,
even though I. wasn't invited!

HARRY ritANCIS:

What are we going to hear next from you? Is there going to
be an evaluation?

WILLIAM G. DARNELL:

What we're going to be doing is trying to pull hours of tapes
together, probably preceded by an abstract summary statement of
where we've been. Based on the material on the tapes and the
summary, we're going to be making some visits. We're going up
to visit Dr. Lazarsfeld and Gerry Lesser, both of whom agreed
to be evaluators. Somebody should probably take a second pot-

.

shot at what we've got and add some comments about having been
here; at which time, I will try to pull it together and make
a report to satisfy the present effort. On the other hand, I
think that there's a need to continue the cycle somehow. I

think that just from a point of view of interest, we'd be inter-
ested in the reactions of all the participants, as well as the
sponsors, to the conference proceedings. At this point, we would
like to encourage any dictated two-page response, or whatever.,_ to
the document--particularly from the point of view of recommenda-
tions. You might look at the proceedings and, having been away
from it,for a while, want to add something to what you read.

The next thing that you'll see will be a quick little outline
summary, and hopefully by the 30th of November, you!ll see a
report. That's the present goal.
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Second:; to thank each of you for a very strong, cooperative
participation in this. This has been a very mixed gi-oup, and

have all benefited from that; if the end result: -after
great deal of confrontation and soul searching--is that we
can, i nciccd, improve programming for children. I think it
will probably be worth all the time that we have put into it.
The need is vol.}, urgent. The need is very strong. And wejust may riot be able to wait a year -so, I think that probably
we'll move ahead privately with it anyway. I know Ild's feel-
ings on this and our own feelings are that something has to
be done qui-ekly. Thank you again very Inuch.

WILLIAM G. DARNELii:

i-J-la-nk you and we will be in touch.
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